VOLUME 108 NUMBER 24 
FEBRUARY 15, 1936 


fF 


EVERIT B. TERHUNE, President 
WILLIAM M. LEBRECHT, 
Executive Vice-President 
Vice-Presidents 
ARTHUR D. ANDERSON 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
HUGH M. BOWEN 
SAMUEL G. KRIVIT 


EDITORIAL STAFF 


ARTHUR D. ANDERSON, Editor 
RAYMOND L. FITZGERALD, Managing Editor 
OWEN A. THOMAS, Associate Editor 
HARRY R. TERHUNE, Field Editor 
RUTH HARRINGTON, Fashion Editor 
JOHN J. REILLY, Art Editor 
HERBERT B. GOODRIDGE, Make-Up Editor 


Owned and Published by 


© 


CHILTON COMPANY 
(Incorporated) 
Executive Offices: 

Chestnut and 56th Streets, Philadelphia, Va. 
Cc. A. MUSSELMAN, President 
FRITZ J. FRANK, Executive Vice-President 
Vice-Presidents 
FREDERIC C. STEVENS 
JOSEPH S. HILDRETH 
GEORGE H. GRIFFITHS 
EVERIT B. TERHUNE 
ERNEST C. HASTINGS 
WILLIAM A. BARBER, Treasurer 
JOHN BLAIR MOFFETT, Secretary 


BOOT anno SHOE 
RECORDER 


with which is combined 
THE SHOE RETAILER 
CHESTNUT AND 56TH STS., PHILADELPHIA, PA. 


Sales Office 
239 WEST 39TH STREET NEW YORK, N. Y. 





IN THIS ISSUE 


Voice of the Trade 

What D'ye Mean, "30 Day Accounts?" 
Georgian Renaissance in a Men's Shoe Store 
Timely Angles on Spring Shoe Promotion 
How About Blue? 

What About Brown?..... 

The Editor's Outlook ... 

What a Camera Can Do for a Shoe Store 
Sales Planning for Shoe Stores 
Northwest Hails Discrimination Curb 
Middle Atlantic Merchants Meet. 
Nebraska Retailers Hold Convention 


Shoe News ... 


Copyright 1936 by Chilton Company (Incorporated) 





ADVERTISING STAFF 


Ss. G. KRIVIT, E. B. TERHUNE, JR., L. F. DUTTON, E. P. LINGHAM, GOR- 
239 West 39th St., New York, N. Y. DON SCOTT, FREDERICK A. RUS 
Telephone: Pennsylvania- 6-1100. SELL, 140 Federal St., Boston, Mass. 

Telephone: Liberty 4460. 

B. C. BOWEN, PHILLIPS G. TERHUNE, 

ROBERT A. GALLAGHER, 209 S. 
State St., Chicago, Ill. Telephone: 
Wabash 8058. 


H. WALTER SCOTT, Chestnut & 56th 


HUGH M. BOWEN, 1627 Locust St., St. Sts., Philadelphia, Pa. Telephone: 
Louis, Mo. Telephone: Garfield 3347. Sherwood 1424. 


Member, Audit Bureau of Circulations: Member, Associated Business Papers. 


Published every Saturday. Subscription Price: United States and Possersions, Mexico, Cuba, $3.00. 
Canada, $2.60 extra; Foreign, $10.00°a year. Single copy 25 cents. 





BOOT AND SHOE RECORDER, February 15, 1936 





te eoowaO Rl 











Boot and Shoe Recorder 











boot and Shoe Kecordle’ 


FEBRUARY 15, 1936 


Vol. CVIII, No. 24 


VOICE of the TRADE 


THE population of the United 
States on July 1, 1935, was esti- 
mated at 127,521,000 by the Cen- 
sus Bureau in a release dated Feb. 
4, 1936. The figure represented a 
gain of 0.71 per cent from 1934, 
and 4, per cent from 1930, when the 
last census was taken. “If the in- 
crease should be continued at this 
rate until the end of the decade,” 
the bureau said, “the nation’s popu- 
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lation in 1940 would be around 
132,000,000.” 

The gain of customers should 
mean a corresponding gain in shoe 
wearing and at the rate of three 
pairs per person, industry should 
be distributing close to 400,000,000 
pairs of shoes in 1940. We should 
increase the number of factories or 
the present capacity of factories— 
the number of stores or the selling 
totals of present stores—thereby 
making opportunity for more and 
more people in shoes. 


* * * 


SID WEBER of Janesville, Wis- 


consin, calls us to task by saying: 


“To one who has been in retail 
shoes for a quarter of a century 
and who considers himself semi- 
professional, it seems quite unbe- 
lievable that you would urge shoe- 
men to use the term ‘Perfect Fit’ 
much less on every one. 

“Whenever I find a doctor ‘guar- 
anteeing’ a cure I begin to feel that 
he’s a quack. High-class physicians 
just don’t do it. When a shoeman 
does it, it cheapens him, too. 

“Seems to me that we shoemen, 
or some of our clan, go on telling 
customers that we'll ‘guarantee a 
perfect fit,’ or ‘if the shoes don’t 
wear, we'll replace them,’ and all 
that to a point where our enthusi- 
asm becomes a boomerang. 

“In our store we stress integrity 
and conscience in fitting. Our walls 





are graced with two large signs 
that read: 


“You be the Judge 
on the fit of the shoes. 
‘We do not guarantee the fit.’ 


“In six months time we've lost 
but two sales, knowingly, and those 
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just $1.98 customers, on account of 
those signs. 

“Very few people are ever taught 
how much grief a poor pair of 
feet can give to a pair of shoes. 
Seems to us we should make them 
stand on their own feet, not tread 
on our toes.” 


* * e 
HB. M. BENGE, who operates 


western Colorado’s largest shoe 
store at Grand Junction, says: 


it 


i | 
a ae ok | 
eae ee | 


} 



































“I object to our present too 
radical and too frequent changes 
in patterns of our ‘dress’ types of 
women’s shoes. They cause too 
many markdowns, for we in the 
smaller towns cannot keep cleaned 
out ahead of the change. 

“In welt shoes the changes are 
more gradual and we can dove- 
tail each new style into the re- 
maining sizes of a very similar 
old style, with no price reductions. 
But when we go to buy ‘dress’ - 
shoes the first thing the factory 
man says is, ‘Now just forget all 
about these old patterns. Clean 
them out for whatever they will 





bring. Here are the new patterns 
you must have this season.’ 

“But our customers don’t feel 
that way. They have found many 
of the older patterns perfectly sat- 
isfactory, and nothing would please 
them better than to be able to buy 
that old pattern changed slightly 
and trimmed up differently, but, 
from a fitting standpoint, identical 
with the old one. 

“Instead we have to stock up on 
an entire new lay-out of patterns. 
Some of them fit and some of 
them don’t. Some of them please 
the trade and some don’t. Our 
big trouble is we cannot get enough 
money for the good ones to make 
up for the ones we must sacrifice. 
I’m afraid some of the factories 
don’t worry about that situation; 
they know we have to buy a pair 
from them to replace every pair 
we sell, no matter whether we 
get full price or half price for that 
pair. 

“Let’s have some staples in dress 
types as well as in welts. After 
all, the sale of staples is what 
keeps the average shoe store in 


business.” 
aa * * 


ALEX RICE of Montgomery, Ala- 
bama, announced the formal open- 
ing of his new store in the first 
block, Montgomery Street—Mont- 
gomery, Alabama, on February 6. 
Music in the evening and every- 
thing. 

Thus progress rides along from 
1880 to 1936 in good shoes in 
Montgomery. 





BBONUS money and reemploy- 
ment moneys will be spent for 
what? That is the question. Edwin 
R. Dibrell of E. R. Dibrell & Asso- 
ciates, of New York, says: 

“Food comes back first; profes- 
sional services next; children’s 
clothing after that; then women’s 
clothing; men’s clothing purchases 
are resumed; furniture and home 
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—When first | saw Technicolor's 
"Becky Sharp," | remarked to my 
companion that the influence of 
this "flicker," in so far as color 
was concerned, would be most 
pronounced. 


—And so it has turned out to be. 


—Whether it be with the finished 
product, the package or contain- 
er, or the printed page, Color is 
on the up and up. 


—A. W. Chauncey, of International 
Printing Ink, and a recognized 
authority on color, says: 


“Within the next few years a business 
man without a fundamental knowledge 
of color may find himself as seriously 
handicapped as he would be if un- 
familiar with the fundamentals of 
mathematics. Rule of thumb methods 
heretofore used will be superseded 
by precision methods and exact 
terms. In our opinion, the business 
man will come to recognize that the 
proper use of color is a corporate 
responsibility to be exercised by man- 
agement so that scientific facts may 
replace changeable notions." 


—So, add Color to your curriculum 
and take it from me that the more 
you know about color, its whys and 
wherefores, the better able you 
will be to cope with the most color- 
ful competitive era we've ever 
known. 


Saucet o> ey 


President 





furnishings are purchased and re- 
placed; and the remodeling or pur- 
chasing and building of homes is 
resumed. 

“When that period of improve- 
ment is reached where the public 
is on the verge of the last move, 
the end of the depression is at 
hand or has been reached. In the 
judgment of the Committee for 
Economic Recovery, which has just 
filed a comprehensive report to the 
President, that is the point at which 


the United States of America has 
now arrived. 

“To illustrate: A mechanic is 
reemployed. He pays his grocer; 
he makes a dental appointment; 
the children go to school with new 
shoes; his wife has a new dress; he 
buys a new overcoat; that new 
dining room suite that they have 
wanted for so long is purchased; 
and the house that hasn’t been 
painted for seven years finally gets 
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a coat of ‘green and white’. 


* * * 


A. OWEN PENNEY, president of 
the National Association of Chi- 
ropodists, says: 

“The thoughtful, forward - look- 
ing members of our profession are 
making a sincere effort to secure 
a more complete understanding 
with the shoe fitter, for we frankly 
admit our dependence on his help. 
A relationship between the podia- 
trist and the shoe man equal to 
that of the doctor and pharmacist 
will promote profits on both sides, 
do away with much confusion in 
the mind of the public, and leave 
the Federal Trade Commission free 
to attend to other matters.” 


* * * 


WILLIAM H. BRESNAHAN, 
chairman of the board of the Com- 
po Shoe Machinery Corporation, 
says in his annual report: 

“In 1928, when Compo gave 
cemented shoes their impetus in this 
country, less than one-half of 1 per 
cent of women’s shoes were made 
by the cemented process. In 1934, 
the production was nearly 50 per 





cent. Out of 125,000,000 pairs of 
women’s shoes made in 1934, 50,- 
000,000 pairs were made by the 
cemented process. Of this pairage, 
64 per cent were Compo shoes, or 
nearly 30 per cent of all women’s 
shoes made. 

“A survey of the corporation’s 
business conducted in 1934 indi- 
cated at that time it was limited 
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entirely to women’s shoes, repre- 
senting approximately one-third of 
the total output of shoes in the 
United States. Because of the suc- 
cess of Compo shoes in the women’s 
field, your company decided to 
aggressively enter the men’s field in 
the latter part of 1934, and early 
in 1935 it was decided to intro- 
duce Compo in the children’s shoe 
field, where the potential produc- 
tion is equally as great as in 
women’s shoes. Men experienced 
in these two fields were employed 
to begin intensive development 


©THE Dean of Machinery,” 
George H. Vose of Beverly, Mass., 
passed the four score and four 
mark, and on the evening of 
that notable day his associates at 
the United Shoe Machinery shops 
gave him a party in the U.S.M. 
country club house—George C. 
Thomas, assistant vice-president of 
the corporation, being the chief of 
the party. 

Mr. Vose was given presents and 
tokens. “The Shoe” poet wrote an 
ode in his honor. The young fel- 
lows conferred on him the degree 
of “The Dean of Machinery,” not 
so much in honor of his record of 
sixty years and more in the ma- 
chinery trade, but in recognition of 
the way he has helped young men 
to get a start in life’s work. Mr. 
Vose, at 84, is of the opinion that 
his efforts to help young fellows 
has been the crown of his career. 


* * * 


eJOHN D. HUGHES, merchandise 
manager of Denholm & McKay 
Company of Worcester, Mass., 
says: 

“Failure to take mark-downs at 
the time when a small, reasonable 
loss will offset something that may 
be lacking in the salability of the 
merchandise at the original price 
is the outstanding cause of too 
heavy mark-downs. The tremen- 
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dous losses that are taken on old 
merchandise are more responsible 
than anything else for the high 
mark-down percentage. The harm 
that is done to a store through old 
merchandise marked more than it 
is worth is even more costly than 
the mark-down. 

“Too often, also, these large 
mark-downs on old merchandise 
cause postponement in the taking 
of seasonable reductions on more 
recent purchases which should be 
reduced for clearance, and diff- 
culty is piled upon difficulty. 

“Job lots, with their sprinkling 
of ‘Sugar’ that is supposed to jus- 
tify the maximum comparative 
price in the advertisement, too fre- 
quently lead to heavy mark-downs 
on the quantities of undesirable 
pieces that appear much larger in 
number after the sale than they did 
at the time of purchase.” 


* * * 


LOUIS HARTMAN of Hannah- 
sons Shoe Company, accompanied 
by his wife, has left for a combined 
business and pleasure trip to 
Panama and Cuba. He took with 
him a short line of new and at- 
tractive sandal -type footwear in 
which this company specializes— 
the demand for which has been 
growing, not only in this country 
but in the countries to the south, 
as well. “RECORDER advertising,” 


comments one of the Hannahsons 
officials, “has attracted shoe buyers 
in many foreign countries.” 


* * * 


HEENRY R. McADOO, president 
of the United States Leather Com- 
pany, says: 

“In looking forward to the com- 
ing year—like all other businesses, 
we will be confronted with in- 
creases in taxes, including the new 
Social Security Tax as provided 
for under the Federal law passed 
during the last Congress. 

“The offering and sale of hides 
held by the Government will no 
doubt take place, at least in part, 
during the year; and while it is 
difficult to judge the effect that 
it may have on the industry, it is 
believed to be the purpose of the 
Government so to distribute these 
hides as to have, at the most, but 
a negligible effect on market con- 
ditions—and, barring the unfore- 
seen, your management looks for- 
ward to a year of reasonably 
satisfactory results.” 


* * * 


WHO has seen a patch on a 


vamp lately? How many recall 
when stores sold patches to stick 
over cracks in vamps? A trifling 
detail perhaps, but nevertheless a 
bit of progress. 


GRAHAM 
HUNTER- 


"Now look here, Buddy. | ain't interested in the subtalar joint, the long flexors of the 
hallux, or even bipedal locomotion. What | want is a pair o' shoes." 
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THE old familiar 30-day credit terms exist in name 
only. Those terms are unenforced and unenforceable. 
If it is admitted, then, that the majority of customers 
do not pay in 30 days, is it not better to get a partial 
payment down and set a definite schedule for the later 


payments ? 

When we do that we are selling on installments. And 
it matters not that we may choose to dignify our policy 
by some other high-sounding name. 

At present shoes stand alone as the only major re- 
tail line of large unit value which does not sell on in- 
stallment terms. I say “at present” advisedly, for 
installments are creeping up on us whether we like it 
or not. 

Department stores have long sold “hard” lines on 
deferred terms. During the past year many of them 
have extended their installment privileges to include 
“soft” lines, in fact everything in the store. 









WHAT D’YE MEAN 












Most open credit accounts are 
paid in instaliments, anyway. 
s0 why not call them by their 


right name? 


This is being done by a “letter of credit.” The cus- 
tomer first sees the credit manager, who gives her a 
book allowing, say, $25 credit to be paid at certain 
intervals. She buys what she pleases up to $25, each 
purchase being entered in the book—shoes, hairpins 
and mouse traps. 

Will shoe stores be forced to adopt similar competi- 
tive policies? If history is any guide, the answer is 
yes. 

In a general way time payments should not extend 
beyond the “life” of the merchandise sold. Folks still 
hate to pay for a dead horse. What, then, is the “life” 
of a shoe? From the dealer’s standpoint it lasts no 
longer than the first stroll down the street. 

Consequently it is doubtful if installments will gain 
much foothold in the shoe business. Shoes have no 
repossession value, one of the essential features of 
installment selling. 

Without arguing for or against, | want to present 
some outstanding facts about installment terms. 

Believe it or not, the average short term installment 
plan brings the money in faster than the average open 
credit account. 

A few years ago retailers of men’s clothing announced 
a four-payment plan, one-fourth down and the balance 
in three monthly payments. Regular charge customers 
jumped at these new “generous” terms. Yet these 
terms will produce a 66.7 collection percentage for the 
store, whereas the average open account produces a 
collection percentage under 50 per cent. (The collec- 
tion percentage is found by dividing the accounts re- 
ceivable at the beginning of the month into the collec- 
tions during the month.) 

The explanation is simple. Open charge accounts 
are supposed to be paid in one month. (That would 
be 100 per cent collection percentage.) But, alas, two 
to three months is the average time. 

To find how old your accounts are, divide your av- 
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“30-DAY 
ACCOUNTS” 


by MURRAY C. FRENCH 


erage collection percentage into 100 per cent. The 
result will be the average age of your accounts in 
months. In shoes, collections run not far from 40 per 
cent. That means the accounts are about 244 months 
old. 

The joker to installment selling is the fact that the 
buyer usually makes a down payment, the open credit 
buyer makes none. The installment purchaser pays 
something more the first month, while the open credit 
huyer sometimes does. sometimes doesn’t. 

Then, too, if a customer owes $10 she is often 
ashamed to come in and pay $3 on account. So she lets 
it drag until she can pay the whole $10 at once—which 
averages 2% months or so. And she is likely to feel 
badly about it. 

But the installment buyer who owes $10 on which 
she is supposed to pay $3 a month will walk in and 
pay that $3, proud because she is paying all that is 
actually due that month. 

Many a shoe store has a collection percentage of 
around 33.3 per cent. Its accounts therefore average 
three months in age. Incredible as it sounds, such a 
store would collect its accounts just as fast if its cus- 
tomers paid one-seventh down and the balance in six 
monthly payments. 

Look at the chart. The first two columns are “equiv- 
alent,” that is, the installment terms in Column 2 bring 
the money back to the merchant exactly as fast as do 
the open credit terms in Column 1. For example, sell- 
ing a $10 shoe at $2 down and $2 per month returns 
the money in the same average time as if the shoe were 
bought on open credit in October and paid for in 
December, two months time. 

Certainly I do not urge you to jump into installment 
selling. But if you feel compelled to do so, remember 
that fast installments beat slow open credit. Study 
carefully the arithmetic of installments so you will 
know what you are doing. 

The third column of the chart shows the investment 
required to finance the credit business done under the 
various terms stated. Suppose a merchant selling on 
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a cash basis has just enough capital to finance his busi- 
ness. Then if he begins credit business he will need 
more investment. How much more? Just to the ex- 
tent of his accounts receivable. 

If his accounts should all pay up in one month it 
is evident this additional investment will amount to 
81/3 per cent of his annual credit business (one month 
being 81/3 per cent of the entire 12 months). But 
if his credit customers take two months to pay, the 
necessary investment will be twice 81/3 per cent, or 
16 2/3 per cent of his credit sales. And so on. 

Here is a trick in arithmetic that should be familiar 
to everyone selling on credit. It answers the question, 
“How may I figure what investment is required to 


[TURN TO PAGE 40, PLEASE] 
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Rich furnishings enhance the artistic 
effect of the unusual interior in the 


new Hamilton store at Beverly Hills. 


Hamilton’s Open One 
of World’s Finest Men’s Stores in Rich Movie Colony. 


Georgian Renaissance 


In A Beverly Hills Men’s Shoe Shop 


This distinctive building houses Hamilton's men's shoe store and Green's 
children's shop. Wolfelt-White women's shoe establishment is in the 
same block, thus providing a complete shoe center. 
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Hamilton's is finished in bronze and rich brown with extensive use of 

wrought iron grill work. The high ceiling and mezzanine add impressive- 

ness to the store's appearance. Accessories and furnishings as well as 
shoes are sold in this shop. 


CLIMAXING a career of 42 years in the shoe busi- 
ness, Hamilton’s, Los Angeles, have opened one of the 
finest shoe stores for men to be found in the world at 
South Santa Monica Boulevard and Bedford Drive, 
Beverly Hills, the home city of the movie stars. 

In the same beautiful new Georgian type building 
erected for the purpose is the new Green’s Children’s 
Shoe Store, owned by Mr. and Mrs. Abe L. Greenberg, 
owners of two other exclusive children’s shoe stores, 
one at 8 Broadway Arcade Building, Los Angeles, and 
the other at 5512 Wilshire Boulevard. 

In the same block is the elegant women’s shoe store 
opened by The Wolfelt-White Shoe Company a year 
ago. 

As each of these stores covers its own field, one 
men’s shoes, one women’s shoes and one children’s 
shoes, there is no competition and yet the three give 
Beverly Hills an exceptionally fine retail shoe center. 
Each company has long been recognized as a leader in 
quality shoes in southern California. 





Distinctive modernity, blended with the quiet charm 
of Georgian architecture, is the best general descrip- 
tion one might give of the building erected to house 
the Hamilton and Green stores, as well as a number 
of other exclusive shops. 

The Hamilton shop occupies an 81-foot frontage 
along Santa Monica Boulevard, or approximately one- 
half the length of the entire building, and 35 feet 
fronting on Bedford Drive. It may safely be said that 
few if any other men’s shoe stores in the country can 
boast so great an expanse of display window. 

The interior of Hamilton’s is finished in bronze and 
rich brown with the thought of giving the quiet dignity 
and masculine charm characteristic of all Hamilton 
stores. While the building looks like a two-story build- 
ing from the outside when one enters the Hamilton 
store he sees the great high-arched, beam ceiling, and 
realizes that in reality this is a one-story building with 
an open mezzanine extending the entire length. Below 

[TURN TO PAGE 50, PLEASE] 
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Belen aie 


Simple but exceptionally ap- 
pealing evening footwear dis- 
play by Bloomingdale Bros., 
New York. ''Walk in Glamour" 
was the showcard caption. 


Politics is going to be a subject of 

absorbing interest this year, and we 

can look for a lot of window dis- 

plays built around the political 

theme as soon as conventions are 

over and the campaign begins to 
warm up. 


Springtime, the preoccupations of polities, February’s fash- 
tonable formalities and the attractions of the Southern scene 
all suggest ideas for merchandise display to enterprising 
shoe retailers. It looks like a busy year for the window man 


as merchants plan te compete for those elusive shoe dollars. 
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1992336 PROMISES to be a year in which retail sales pro- 
motion will be pushed with extraordinary vigor. Just about 
every sort of selling argument that can be used to speed the 
sale of merchandise will be brought into play, for merchants 
recognize that industries once more are competing against one 
another for the dollars consumers have to spend. Shoe mer- 
chants must hold their own in competition with automobiles, 
electric appliances, amusements, travel agencies and all the 
various luxury lines, in comparison with which such neces- 
sities of life as shoes appear dull and drab unless they are 
dramatized in displays that are both different and distinctive. 
This week we show some window snapshots that suggest 
the sort of shoe promotion we shall see more and more of as 
the season progresses. For example, an early Spr'ng window 
display of Volk Bros. Company, Dallas, with its refreshing 
theme of a flower stand, its Italian attendant and gallant 
youthful customer presenting his girl friend with a bright 
bouquet. The cutouts in this window were done in rich poster 
[TURN TO PAGE 46, PLEASE] 


SHOE PROMOTION 


Harry G. Johansen, president of Johansen 
Brothers Shoe Company, designed this novel 
display cart used by Mandel Brothers, Chi- 
cago. With it the young 

; lady carries the shoe dis- 
vat = play right to the customers 


a et in the other departments 


of the store. 





An early Spring shoe 
window used with suc- 
cess by Volk Bros. Co., 
of Dallas, Texas. Story 
tells how it was built. 


Merchandise, however fine, is not going to sell itself this Spring, according to 

Paul Kirsh, buyer for the quality shoe departments in the J. W. Robinson store 

in Los Angeles. Shoes must be dramatized in the windows, Mr. Kirsh insists. The 

people are theme educated, and the purpose of the shoes must find lodgement 
in their consciousness through dramatization. 








WILL navy blue be better than last year in shoes? 
Will the sales of navy decrease this Spring? You can’t 
answer a crisp “yes” or “no” to either of these ques- 
tions, if you’re taking the country as a whole and lump- 
ing together all grades of business. The only answer 
is that good, old side-stepping reply, “It depends.” 
But we’re going to try to be somewhat more definite 
and tell you upon what, as we see the situation, it does 
depend. 

We have talked the question over with a number of 
manufacturers and retailers. And here is the net of 
that discussion. 

Navy blue sales will be likely to increase in your 
store under two conditions: 

If, first, you do a good, middle-of-the-road business 
in a town that doesn’t hit the fashion pace too fast. 
Last year, we'll assume, your navy sales were nothing 
sensational. This year, they will undoubtedly increase 


because more 

women will be sold the 

idea of navy shoes, in 

preference to black, for navy 

costumes or to accent other colors. 

I remember lunching with a very con- 

servative Philadelphia woman one day last 

Spring. Said she, “Why, you know, Mrs. So and 

So is the kind of woman who wears blue shoes!” 

(All of which was upsetting as I had a pair of blue 

shoes tucked under the table at that very minute.) 

That Philadelphian is typical of many women who 

were slow in accepting blue shoes. That woman will 

have navy in her shoe wardrobe this year, or I miss 
[TURN TO PAGE 40, PLEASE] 





About BROWN? 


THIS is a year of revolution in brown. And when 
there’s a revolution going on everybody wants to watch 

his step! It’s bad business to be on the losing side! 
What’s the losing side? Of course, you know by 
now. We wouldn’t even mention it—it seems so obvi- 
ous—if we hadn’t heard that there are merchants who 
still haven’t realized that very dark browns are 

on the fashion skids. 





Very dark browns have been going down, down, 
down for months in fashion shoes. They are still 
selling well in arch-type staple shoes for the mature 
trade. But as far as style merchandise goes, they’re 
out. It’s dangerous to hold very dark brown shoes over 
to Fall . . . they may not revive for many seasons. 

That word “very” before the dark is important, be- 
cause we are talking about the inky brown shade, the 
original Indies color. The lighter dark browns are 
still very much in the picture, but they are at least 
two shades lighter . . . closer to the Color Card Mar- 
rona. A salable style brown must be a colorful brown 
under any light . . . now and from now on. 

On the up and up, in this brown revolution, is the 
russet family—meaning the light, lively browns. We 
use the word russet because it describes two types of 
lively browns—the tans with their golden cast, the 
rusts with their strong red tinge. 

The grandfather of all the golden browns was 
“Russia tan” of ye olden days. Then came Swagger 
Brown, after that Ginger, now a new generation of 
British tans and London tans and lighter Luggage tans 

and dozens of other names to describe various 
golden brown shades. 

The ancestor of the other branch of 

the russet family, rust browns, 


[TURN TO PAGE 40, PLEASE] 





ILET’S take a look at the Spring shoe business. Is 
it to be all tied up with wages and earning power or 
is it to be the first requisite for man, woman and 
child—taken out of the first spendable money rather 
than the last? 

In last week’s RecorDER you read what Kenneth 
Collins had to say: “From the broad point of view 
of the country at large, I suppose it doesn’t matter 
where people spend their money so long as they 
spend it.” But to the shoe man it does matter. 

Here’s how he stands in the scheme of things. The 
young business woman finds herself, after a cold 
and costly Winter, in need of a new suit or a Spring 
coat, new millinery, new dresses, new bag and gloves; 
and before she buys shoes, she has got to think of 
all these things in the order named. So the position 
of the shoe man is that the last reluctant dollars are 
spent in his direction and the answer is “cheap shoes” 
or “pull the old ones out of the closet.” 

The young lady has found out that she can buy 
a coat on open credit or time payments, and that prac- 
tically every other item of dress that costs any consid- 
erable amount of money can be had on the extended 
payment plan; but for shoes she has got to pay cash 
because the stores that vend those items will not ex- 
tend to her the credit in the belief that it is too costly 
a procedure for so small an account. 

Well, shoe stores have got to learn that financing 
is part of the business of merchandising and in next 
week’s RECORDER we are going to go a step further 
than Murray French goes in this week’s book on the 
subject: “What D’Ye Mean 30 Days Credit?” We 
are going to show that short-term installment selling 
brings the money in faster than the average open 
credit account, and that any woman in business, who 
has a steady job, a modest salary and has been working 
in the same place for three or more years is a splendid 
risk for Springtime promotion such as we will rec- 
ommend next week. 

Furthermore, for any store that is doing an ortho- 
pedic business, we will try to show the way to make 
it a more thorough business by selling the customer 
an initial wardrobe of corrective shoes, though the 
customer may pay for them on an extended credit of 
ninety days. When you sell a single pair of shoes to 
an orthopedic customer, remember that she won’t wear 
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those shoes all the time, but will supplement her ward- 
robe with the old and perhaps misfitted and “unprin- 
cipled” shoes which she has at home. So orthopedic 
correction may be only in operation one-third of the 
customer’s time, until finances permit purchase of a 
complete orthopedic wardrobe to do the necessary 
good for the troubled foot that a well-fitted series of 
corrective shoes can do. If that customer were to be 
shown the way to buy, let us say three pairs of shoes 
for different uses on an extended payment plan, she 
would receive the benefit of the new and better shoes 
right from the start. 

So we go into the subject of giving the shoe-public 
a line of credit in quality shoe stores, to permit the 
ownership of a new and fresh wardrobe of fashion 
shoes at the opening of a new and better Springtime, 
or the ownership of a proper collection of corrective 
shoes at the time when their use can become a factor 
in better foot health. 

Something must be done to interest the public in 
buying the right shoes for the right use, at the right 
time—for new shoes become a tonic in Springtime in 
the health and happiness of all mankind. Incidentally, 
it’s a pretty good tonic for the business itself to have 
customers purchase shoes for self or family on the 
basis of capacity to pay. 

The automobile distributors have learned that by 
reducing the monthly payments to $25.00 that an en- 
tire new strata of thrifty people can be made auto- 
mobile-conscious through the ownership of new and 
better cars. It is not so much style appeal, mechanical 
perfection or anything else other than financial con- 
venience that has stimulated the increased sale of cars 
this season. 

Some new broad appeal must come into the sale 
of quality shoes in this country, other than fashion, 
eolor and special features and we think it is some plan 
of making it easy to purchase. The retailer must learn 
how to use his banking facilities to cover the need ef 
his business in the sale of a greater volume of quality 
footwear for men, women and children and this is 
at least one possible way. 
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Snapshots like these, en- 
larged to any desired 
size, can be used in ad- 
vertising or preserved as 
records. 





WHERE any amount of photo work is required, a 
camera will prove an excellent investment for a retail 
shoe store, in the estimation of A. G. Heinmiller, ad- 
vertising manager for S. J. Brouwer Shoe Co., Mil- 
waukee, who shoots all the pictures this firm uses in 
its various activities. 

It was about a year ago that Brouwer’s purchased 
an American-made camera capable of taking 9 x 12 
centimeter pictures. According to Mr. Heinmiller, 
this camera more than paid for itself in the first six 
months of its operation. 

Uses to which Mr. Heinmiller has put the camera 
with good success include the following: 

(1) For photographing outstanding windows for 
personal record and for window display contests 
similar to the one conducted in connection with the 
recent National Shoe Fair and others by manufacturers 
and window display associations. Also for sending 
photos of such displays to the shoe factories to show 
the manner in which the retailer is co-operating in 
promoting his particular line. 

(2) For special group meetings at the store when 
a photo is desirable for historical purposes. 
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Numerous Uses Found for Phetography in 


Promotion Work and Preservation of Shoe 





Store Records 


WHAT A CAMERA CAN DO 
FOR A SHOE STORE 


(3) Photos of well-known individuals and celebri- 
ties who visit the store for purchases or to address 
the sales force. 

(4) For photographing shoes for advertisements. 
In this connection, Mr. Heinmiller declares, that 
although there was once an opinion prevalent that 
shoes could not be photographed for this purpose 
satisfactorily, his experience has shown that with 
proper facilities and care on the part of the operator, 
a good job can be made which merely requires a bit 
of retouching by the artist. 

(5) For photographing children and others for 
atmosphere in newspaper advertisements and for pic- 
tures on direct mail leaflets and folders. 

(6) For photographing old and new shoes on cus- 
tomers with foot troubles to show contrast and the 
effect of properly fitted shoes. 

(7) For photographing store interiors and other 
store views for newspaper publicity. 

(8) For making negatives for slides for stereopticon 
views used in connection with foot lectures by the 
store. 

(9) For taking photos to be used in salesmen’s 
manuals. Also for social events staged at the store. 

(10) Brouwer’s have also put the camera to good 
use in connection with clinics held at the store for 
county 4H clubs and school children. During the 
course of these clinics, the feet of hundreds of boys 
and girls were examined and photos taken of the 
clinic in operation, as well as of indivduals with the 
best feet. 

Film pack or cut film is used by Mr. Heinmiller in 
the Brouwer store’s camera so that each picture may 
be developed immediately after taking if desired. 
For this camera, which carries all imaginable devices 
and adjustments for taking any kind of pictures, a 
super-sensitive film is recommended. Equipment re- 
quired in addition to the camera includes three flood 
light reflectors, a flash-light holder and a tripod. 

Mr. Heinmiller also uses an open cabinet lined with 
[TURN TO PAGE 46, PLEASE] 
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Under Moderate Pressure as the 
Step Begins, ARCHSMITH Sup- 
port yields moderately. 








Under full body weight ARCH- 
SMITH Support yields fully...with 
natural, comfortable resilience. 





And when the foot begins its 
upswing, the ARCHSMITH live 
Spring rises with it... in smooth 
accord. 





At the top of step all body pres- 
sure is released and live ARCH- 
SMITH Spring Action responds, 
expanding fully and with friction- 
less security beneath the foot. 
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C. Benjamin Rush 


MIANY window displays are very greatly weakened 
because they are too general. They are stuffed to the 
limit with a little of this, a little of that. They seem 
to have been arranged in the hope that the prospec- 
tive customer will see what he wants, and come in for 
it. The only time such displays are of much value is 
when money is being spent freely. They serve to 
identify the store as stocking a certain line of goods. 
Such displays reflect the lack of a sales plan on the 
part of the store. 

Window displays can be made to do very effective 
selling by including them in an organized sales plan. 
Instead of a conglomerate mass, each display can be 
an individual unit that is in itself a complete show- 
ing of the merchandise. 


Convincing Publicity 

I have never believed that the value of publicity 
lay so much in the size of the space used, as in what 
you put into that space. Today the shoe merchant 
needs to have his publicity aimed with all the deadly 
accuracy he can put into it. He has no money for a 
big splash that gets him nowhere, or for advertising 
that depends merely on its size to be convincing. 
Further, he hasn’t plenty of time to try this or that, 
for while he is experimenting around, his competitor 
will find his stride, and he will be left behind. 

Not one advertising manager in a hundred gets all 
the help and information from the manufacturer that 
he could get. Information about the shoes he is trying 
to sell. Brass tacks, down to earth, selling points that 
would help him write better and more interesting ad- 
vertising. When manufacturers realize the real need, 
and the great help they can he, more of them will 
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SALES 
PLANNING 
for 
SHOE 
STORES 


In Two Parts: Part Il 


by C. BENJAMIN RUSH 


Former sales and advertising manager of R. H. Fyfe & Co. 
and consultant at National Shoe Fair 


make plans to see that the right kind of advertising 
information is available. 

Publicity is a subject that nearly everyone in the 
store, and many outside, have at least some opinion 
about. At the risk of repeating things you already 
know, I am going to outline a few advertising pointers: 


1. Promote best sellers in the best selling season. The 
largest number of people will respond if you pro- 
mote what the largest number want. 

Customers tell you every day what they want most 
by what they buy. Have this record before you 
when planning publicity. I have worked out a series 
of charts showing at a glance the trend of sales 
toward styles, colors and prices. By directing the 
advertising along these lines of established demand. 
I found that I could save many hundreds of dollars 
of publicity money, as well as secure marked im- 
provement in sales results. 
Limit number of prices and styles to be promoted. 
It makes advertising more effective and selling in the 
store easier. Remember the survey shows that a 
store with 150 styles found that 12 styles accounted 
for 60 per cent of the sales. 
Plan your advertising to make the reputation for 
your store what you want it to be. You must control 
your reputation; if you don’t, you’ll get one given to 
you and you may not like it. 
Use your advertising to exploit your regular lines in 
season and at a profit instead of markdown shoes at 
a loss while leaving your regular lines to accumulate 
markdowns. 
Avoid over-emphasis and exaggeration. It only 
weakens your advertising because customers discount 
big claims. Consider size of ad and size of type as 
well. 
Make advertising interesting to the reader, not your- 
self or your competitor.. Appeal to the needs and 
desires of people. Get their viewpoint and talk di- 
rectly to them—don’t shout. 

[TURN TO PAGE 53, PLEASE] 
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Favors Open Toe Sandals for 
Cocktail Suit 


Photo by Clarence Sinclair Bull 


With her long, formal cocktail suit, Myrna Loy wears san- 
dals of black satin. Miss Loy prefers the open toe type 
of sandal. 





N O show for twenty years has had the attendance in 
meetings comparable to activities of the National Shoe 
Fair. An audience of 1200 listened to General Johnosn 
the first day; some 800 to Frank C. Rand on the second 
day and the banquet exceeded any shoe trade banquet 
in history (with the exception of the famous Coolidge 
dinner in Boston when 3000 shoe men dined together). 
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For This SPRING BUYING 


That Lands the 


Spring Story of Style on 


the Dealer’s Threshold 


LIKE all big events that affect busi- 
ness, this Spring Style Buying Guide is in the nature of a timely event 
awaited by thousands of shoe dealers everywhere. Their buying plans 
await its influence upon their viewpoint. They know this issue always 
forecasts the selling trends of the coming Spring and Summer sea- 
son. It presents in gorgeous color and thrilling pictorial treatment 
all types of shoes for men, women and children that have proved 
popular at Spring resorts where fashion’s foot sets the pace. What 
‘“‘goes”’ here will “‘go”’ elsewhere—everywhere! RECORDER readers 
know this! It gives outdoor shoes the authentic “‘sportlight” and the 
approved types of town and business footwear their page pageantry. 


THE fresh shoe buying period of the 
season is precipitated by the special Spring spread of merchandising 
ideas heralded in this February 29th feature issue. Because it pre- 
sents tried styles and footwear creations, it assures certainty as to buy- 
ing values. It displays what fashion has decreed. We mean fashion 
that rules world tastes. People who set the styles and settle popularity 
trends. When these smart people put their foot down the crowd fol- 


lows in their footsteps. 


EVERY shoe manufacturer who has 
something to sell for Spring should advertise it now while the Trade is 
all set to sell at retail. It’s shoe buying time in America! Place your 
goods on the line where they’re sure to be seen! 


FORMS CLOSE IN NEW YORK FEBRUARY 24 
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RETAILERS START 
NATIONAL PROMOTION 


of FOOT HEALTH WEEK 


Your Ad in the February 29th 
issue of BOOT AND SHOE RECORDER 


will place your line definitely in line with the shoe dealer’s 











wants during National Foot Health Week. It’s an opportunity 






created especially for the Health Shoe manufacturer. It intro. 






duces you to buyers when their attitude is not only friendly 






but intensely at focus upon your message. If the time was 






ever ripe for you to break forth in strong advertising, that 






time is now—in this publication, in the February 29th issue! 











The complete story of National 
Foot Health Week, April 13th to 18th—the reasons 


for it; the possibilities it affords merchants for extra sales and 






profits, concrete plans and ideas for promotion through win- 






dows, store displays, newspaper advertising, direct mail pub- 






licity, cooperative community promotions, etc. 





Shoe dealers everywhere are planning Foot 
Health Week promotions. They will read BOOT AND SHOE 
RECORDER for “get the customer in” ideas. Every manu- 


facturer whose line includes shoes of a corrective or ortho- 









pedic nature should be in this issue. 
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| The Extra Stretch that gives that Better Fit. 








<Heep-> Stretchable Construction 


sives a Silk Stocking Fit! 


Here’s a sales idea 


women appreciate! 


The Hood 
OWADAYS, women ask for more than 
mere protection in rainy-day footwear. Rubalosh 
Appearance and fit are equally essential. And 
that’s where Hood excels. In addition to their 
smart lines, Hood Galoshes have a stretchable 
construction that gives a silk stocking fit. 


Hood’s “‘lastic construction” produces a ga- 
losh with an entirely new flexibility. Thus, 
Hood Galoshes actually mold themselves to 
the individual foot and fit smoothly over all 
types of leather shoes—even those with buckles, 
bows and other ornaments. 


The quality Hood builds into rubber and 
canvas footwear is mighty important to you, 
too. Because poor quality makes a customer 
dissatisfied with your store. You can play safe 
with the reputation of your store by stocking 
the Hood line of rubber and canvas footwear. 
Hood designs and styles the kinds of footwear 
people want and will come back for. 

HOOD RUBBER COMPANY, INC. Cleveland, Oz Dallas, Tex; Denver, Col; Detroit, Michs Kansas Cig, Mos; Los 


Angeles, Calif; Minneapolis, Minn.; New York, N. Y.; Philadelphia, Pa., St. 
Watertown, Mass. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N.Y. 


QUALITY BUILDS GOOD WILL 
HOOD FEATURES MAKE YOUR SELLING EASIER 
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Northwest Hails Discrimination Curb 


Regional Association Endorses Patman-Robinson Bill, Aimed 
at Chain Store Competition—Style Trends at Convention 


MINNEAPOLIS-—The chain store prob- 
lem and how to remedy it was the out- 
standing topic of discussion at last 
week’s convention of the Northwestern 
Shoe Retailers Association here. Rep- 
resentative Wright Patman of Texas, 
famed for his advocacy of the soldier 
bonus bill that bore his name, jour- 
neyed from Washington to tell the re- 
tailers about the pending Patman- 
Robinson bill to curb unfair price dis- 
crimination, discounts, etc. Mr. Patman 
hailed this legislation as offering a solu- 
tion of the problem of destructive chain 
store competition and the convention 
went on record in a resolution endors- 
ing the measure. As this bill applies 
to interstate commerce only, the resolu- 
tion adopted at M‘nneapolis favored the 
enactment of similar laws in the state. 

Special wholesale prices, secret re- 
bates and special credit terms to chains 
encourage monopoly, said Patman, and 
the lower prices resulting benefit only 
a few. The pending bill is based on an 
investigation by a congressional com- 
mittee of which Mr. Patman is chair- 
man. He expressed confidence that it 
will be passed during the present ses- 
sion of Congress. 

Not laws, but better merchandising 
methods are the best weapons against 


chain store competition, a speaker in 
Tuesday’s round table discussion sug- 
gested. “I am glad I have chain stores 
as near neighbors,” another speaker 
asserted. “That gives more chance for 
comparison of values.” 

“To meet competition we must culti- 
vate ‘personality merchandising,’ ” the 
same speaker continued. ‘Service 
backed by properly selected merchan- 
dise will successfully combat chains 
with their necessarily standardized 
lines.” 

Cooperation among independents was 
another solution proposed. By cooper- 
ating in planning clearance sales at 
the end of seasons only merchants 
would be able to get maximum of profit 
out of their stock, according to Harry 
Lampe, pioneer shoe retailer of Huron, 
S.-D.: 

Grey and blue led the color parade 
at the convention, in most lines of 
women’s shoes. Reversed leathers were 
popular, especially when combined with 
smooth leathers in a variety of color 
combinations. 

Men’s shoes reflected the trend to- 
ward quality buying as well as the 
tendency toward more complete shoe 
wardrobes to fit seasons and occasions. 
Color had an important place, with 





REPRESENTATIVE WRIGHT PATMAN 


Advocated measure designed to regulate chain store compe- 
tition in speech at regional shoe merchants’ convention, held 


in Minneapolis 








brown especially popular in a wide 
range of shades. 

Shoe retailers of Minnesota, the 
Dakotas, Wisconsin and Iowa are evi- 
dently a hardy lot. Unfavorable 
weather had little effect on attendance. 
and most of the 99 exhibitors (a new 
record for the northwest meet), re- 
ported encouraging orders. 

H. A. Halseth of Sioux City, Iowa. 
heads the Northwestern Shoe Retailers 
Association as president during the 
coming year, with H. S. McIntyre of 
Minneapolis continuing as secretary- 
treasurer. State vice-presidents and 
directors are as follows: Iowa, H. A. 
Alexander, Des Moines, and A. D. Lar- 
son, Harlan; Minnesota, O. H. Schuler. 
Minneapolis, and L. B. Smith, Pipe- 
stone; South Dakota, Arthur Johnson, 
Sioux Falls, and Harry Lampe, Huron; 
North Dakota, Ely L’Esperance, Grand 
Forks, and J. W. Samuelson, Minot; and 
Wisconsin, W. C. Koch, Osceola, and 
E. A. Rice, LaCrosse. 





Passage of Patman Bill 
Considered Probable 


WASHINGTON, D. C.—The Patman- 
Robinson bill to strengthen the Federal! 
Trade Commission’s power to deal with 
price discrimination, rebates, discounts 
and related subjects is speeding on to- 
ward enactment, with every present in- 
dication pointing to adoption before 
this session of Congress adjourns. 

On the Senate side, the Judiciary 
Committee reported the bill favorably 
without the formality of hearings. But 
instead of hastening approval of the 
bill, this may result in delay, for there 
is strong sentiment in the upper house 
of Congress for recommitting the bill 
with instruction that hearings be con- 
ducted. On the House side, a sub-com- 
mittee is concluding hearings and will 
report the bill favorably shortly. 

Incidentally, the House bill carries 
the title of the sub-committee chair- 
man, Representative Hubert Utter- 
back of Iowa, but is still referred to as 
the Patman bill, called after the name 
of its real, though not nominal, author. 
Utterback says he was driven out of 
business by the existence of the mer- 
chandising abuses which the measure 
aims to correct, and he proposes to 
push the law through without delay. 

The projected law covers only trans- 
actions in or affecting interstate com- 
merce. It takes the form of amend- 
ments to Section 2 of the Clayton Act. 
In the 20 years of that bill’s operation, 
fundamental changes have developed 
in the national system of merchandis- 
ing and have revealed shortcomings 
and the need for strengthened provi- 
[TURN TO PAGE 50, PLEASE] 
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Colonial has the largest and most 
complete selection of authentic 
colors — 30 in all — any color you 
need for Spring. You'll see these 
colors on most of the best shoes. 


KITTY — a creation of Johansen Brothers. An exceptionally smart gore step-in, with 
square toe and heel, made of all-over black, Colonial Patent underlaid with gold. 


No other patent leather can bring out so well the beauty of mass 
and line in a shoe. Colonial Black—soft, luminous, truly named 
“black magic’— is a Grade AA patent leather remarkably free 


from cracking. Many of the most successful shoes are made with 


it. It pays—and it pays exceedingly well—to use this far- 


betterthan-average leather. To insure success for your finest 
shoes, the darlings of your newest line, specify Colonial Patent. 


Colonial Tanning Company, Boston, Mass. 


te 


COLD 


MERIT HAS MADE IT THE WORLD’S LARGEST SELLING PATENT LEATHER 
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What D’ye Mean “30 Day Accounts”? 


[CONTINUED FROM PAGE 19] 
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RETURNS THAN LONG TIME OPEN CREDIT. 





finance any set of credit terms?” 

1. Take the number of monthly pay- 
ments to be made, add the figure one 
(1) and divide by two. The result is 
the average number of months the 
money is outstanding. 

2. Multiply this number of months 
by 8 1/83 per cent and the result is the 
percentage of the annual credit busi- 
ness required as an investment to 
finance that business. 

38. But if a down payment is made at 
the time of purchase deduct that pro- 
portionate amount from the result ob- 
tained in paragraph 2. 

Or if the store’s collection percentage 


is known, divide it into 100 per cent to 
get the average number of months the 
accounts are outstanding. Then pro- 
ceed with paragraphs 2 and 3. 

By this method it is possible to fig- 
ure which is more advantageous, noth- 
ing down and three months to pay, or 
15 per cent down and four months to 
pay. Or any other set of terms. 


In next week’s issue read “How to 
Sell a Spring Wardrobe to Customers 
on the Extended Credit Plan”—a vigor- 
ous method of selling quality shoes to a 
new field of customers who appreciate 
short-term credit and who pay prompt. 





How About Blue? 


[CONTINUED FROM PAGE 24] 


my guess! And so will many others of 
her type, swelling your blue sales. 

Then, suppose you are doing a fast, 
medium or lower-end style business on 
a big scale. And being an alert store, 
your business has improved this year 
over last. Then you, too, will probably 
do better with navy because you will 
sell more shoes. Your increase can 
take care of the greater variety of 
colors in the Spring fashion picture. 

This variety in shoe colors is the 
reason why many stores are beginning 
to wonder if they’ve over-bought on 
blue. And over-bought they may be if 
they have plunged on blue under these 
conditions: 

If their business is a style business, 
in middle or lower price brackets, and 
for some reason does not show an in- 
crease, then they may be hard put to 
absorb increased stocks of blue with 
the color competition there is, this sea- 
son, to blue. 

The same situation would hold true 
in the higher price brackets. It is in 
the highest grade of fashion business, 
where volume is limited, that this color 
competition with blue will be most evi- 
dent. The high fashion customer will, 
without question, wear a_ greater 
variety of colors than ever before. To 





her, the smart new note with a navy 
outfit is a russet shoe—in the tan or 
rust family—or a blue shoe trimmed 
with tan. She may also wear gray with 
blue, or black patent leather. 

A retailer who represents a chain 
of high-grade shoe stores in the East 
tells us that he will take in no more 
blues for staple types after March 15, 
and no more fashion types after 
April 1. 

He plans to promote navy actively 
immediately, just to be on the safe 
side. He plans to push navy against 
black, not against other colors. He 
feels that the natural style competition 
will come from other colors. Not, in 
general, from black, with the exception 
of black patent leather. He isn’t try- 
ing to buck this color competition. He 
thinks it’s all to the good. He is going 
to win over to blue the women who 
wore black before. 

From the point of view of ready-to- 
wear fashion, where does navy stand? 
Not as strong as last year. Grays, 
beiges and high colors have cut in 
definitely on the sales of navy clothes. 
On the other hand, there are thousands 
and thousands of navy blue clothes 
bought last Spring that will be worn 
again this Spring—and that means 
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navy shoe replacements in most of 
these cases. The fashion note of con- 
trasting high color accessories with 
navy is strong, but strongest in hats, 
bags, gloves and other smaller acces- 
sories; the single exception being tans 
and rusts, which do affect shoes. Then, 
navy accessories, including shoes, are 
smart to wear with these grays, these 
beiges, these high colors in clothes. 

Taking all these facts into consider- 
ation, we say, again, “It depends” 
upon a number of things just how you 
will do with blue in 1936. It’s just as 
well to take stock at this point and see 
just how you do stand on this ques- 
tion of the moment. 

But make no mistake about this, 
blue has become a classic. It’s almost 
as classic as black. It will always 
belong in every woman’s Spring shoe 
wardrobe. 


What About Brown? 
[CONTINUED FROM PAGE 25] 


was Bourbon, growing redder in Hindu 
Rust and redder still in Chaudron and, 
just last month, getting lighter and 
pinker in Carrot! 

Of these two families, the golden 
browns or tans are the most powerful 
as far as volume possibilities go, with 
the exception of Luggage tan, which 
is limited. The extremely red shades— 
Chaudron, Carrot and the rest, remain 
high fashion. 

What proportion of the total brown 
goes to those new lighter, russet 
browns? The color break-down of a 
manufacturer of fast style shoes in the 
middle price range shows 70 per cent 
of all his browns are tans this Spring. 
A conservative house in the same price 
range gives them 30 per cent. There’s 
a wide differential there, but even the 
30 per cent is remarkable when you 
consider how brown has meant dark 
brown to all of us for so many seasons. 

Almost always, these russet shades 
are used to contrast with the costume. 
Their tie-up with bags in accessory 
ensembles is all important this Spring. 
Their use with navy blue makes the 
most significant color combination of 
the whole season. 

Beige is decidedly not to be forgot- 
ten, but beige, like gray, is at its best 
in one leather . . . reverse calf for 
sports types of shoes. 





Lets Customers In 


NorFOLK, VA.—Hofheimer’s policy of 
getting to its public took another slant 
the other day when an entrance was 
cut through the rear of the store for 
the benefit of customers who might 
wish to come into the store from Boush 
Street. Boush Street is a block from 
Granby and also runs north and south. 
The main entrance is on Granby Street, 
however. This store reports steady use 
of its new auditorium and play room 
for the children. 
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IN SHOE Prorits... AIR-O0-PEDICS 


™~ 4 


Styte! That's the urge that makes women buy 
Air-O-Pedics! And that’s why wise buyers are 
stocking these smart corrective shoes. Air-O-Pedics 
not only have famous scientific features which 
bring you an established patronage, but they are 
styled to meet the latest fashion requirements. 

Air-O-Pedics are welt shoes made of finest 
leathers. There are 100 in-stock styles to choose 
from and all sizes and widths. The price of $6.50 
and up permits a generous mark-up for your 
store. Why not take out an Air-O-Pedic franchise 
and look for a sprightly Spring growth of Air-O- 
Pedic profits? Write at once to The Air-O-Pedic 
Shoe Company, Brockton, Mass. 


AIR-O-PEDIC 


W smos COMPANY 


BROCKTON. MASS. 








NINE REASONS WHY 
AIR-O-PEDICS WILL INCREASE 
YOUR PROFITS: 


Correct fit: Air-O-Pedic 
lasts allow the ball of 
the foot to fall in its 
natural position. 


keeping the foot ina 
normal position. 


No slipping; no gap- 
ping: Air-O-Pedic 
Shoes fit securely. No 
chafing and no friction 
to wear out hosiery. 


2 Metatarsal arch sup- 
ported without strain. 


8 Air-O-Pedic Arch: Com- 
fortable, because it's 


scientifically correct. 7 Non-binding vamp and 


throat line: Gives com- 
fort and relief at an 
important point of 
pressure. 


4 Steel shank: Air-O- 
Pedic’'s scientifically 
designed arch is pre- 
served by a steel shank 
which will withstand a 
weight of 300 pounds. 


Cushioned heel rest: 
Air-O-Pedic heel rest — 
a shock absorber at 


5 Extra ease for cuboid every step. 


bone: Ample room here 

perfectly balances the 9 Newest styles in all the 
weight between the wanted colors and 
ball and heel-tread, materials. 








THE AIR-O-PEDIC SHOE CO., Brockton, Mass. 
Gentl : I should like to know more about the Spring 
line of Air-O-Pedic Shoes. 
(J Will you be so kind as to have one of your representa- 
tives call? 
CD Will you please send me your Spring Catalog? 





Name 
Address 
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BUYING TO FILL 
EMPTY SPOTS 


Putting the Spring Stock Into Proper 
Balance — Feature of Middle Atlantic 


Shoe Retailers Convention 





Officers and Directors 


ss... Bridgeton, N. J. 
.Wilkes-Barre, Pa. 
re. Lancaster, Pa. 
Wilmington, Del. 


|. C. SMASHEY, President...... 
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Directors 
iava eaaell Philadelphia, Pa. 
.. Johnstown, Pa. 


_.. Allentown, Pa. 


*GEORGE M. GARMAN 
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HARRY HAHN, Jr. . .........Baltimore, Md. 





THE keynote of the 22nd Annual Convention of the 
Middle Atlantic Shoe Retailers Association was 
summed up in a paragraph by Miss Hilda Rau, speaker 
at the style session. Here it is: 

“Those of you who realize that your stocks are not 
well-balanced would do well to get your house in order 
for Easter. It has been proven that weather stimulates 
diversification and the Springtime is known for its 
lighter modes and with them comes the demand for 
lighter shoes. If you are not perfectly covered—con- 
sult in-stock departments now for there is no longer 
time to have your lighter shoes made up before Easter. 
Incidentally it might be well to remember at this point 
that the completion of the in-stock picture has entirely 
changed. Many departments now offer the highest type 






of style—merchandise—there is a great deal in favor 
of buying directly, without any loss of time, and at 
no additional expense, merchandise at the moment 
when it is needed. There is a place for suede and kid 
and calf or patent and fabric—and there is business 
for college girls’ and growing girls’ and “old ladies’ 
running shoes” and comfort shoes and style shoes— 
and the merchant who wisely keeps a well-balanced 
stock of different types of shoes and complete sizes is 
going to be the one whose figures will show the most 
encouraging profits.” 

A fair attendance of buyers and merchants—a larger 
attendance of traveling salesmen and exhibitors—plenty 
of talk about bad weather—in-between season blues— 
and some enthusiasm for high style novelties marked 
the M.A.S.R.A. meeting as a fair all-around event. 
In all probability future meetings of the five-state 
regional association will be held in early June, or at 
a time and place to attract more merchants owning 
small independent stores. 

The opening session on Monday, with Gordon Evans 
of Lewis & Reilly, Scranton, Pa., as chairman, was 
significant in the foresight of John Guernsey, editor, 
Retail Ledger, Philadelphia. Editor Guernsey said: 
“A credit inflation period is possible in view of exces- 
sive government expenditure, excess money in storage 
in banks and the American desire to ‘put money into 
circulation,’ so I look for a rise in prices beginning in 
May and reaching a peak in November, then leveling 
out. Merchants would do well to hold to quality stand- 
ards, for price levels may alter, leaving the fixed price 
fellow in a spot. What is also most necessary is to 
forget ‘seasons’ as such, by keeping close to customer 
[TURN TO PAGE 65, PLEASE] 
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ALL LEATHER OOTWEAR To-Peeper styles with all the little 
niceties of last season plus new style 


New Ghillie Tie with Braid lace and ° i, 
just the right height leather heel. for Boysa Girls sony Lox o right features. Strap and Oxford 


White and Taupe Calf patterns. 


Fancy Bow yemp styled in sizes for Interesting T-Strap with novel tic 
the Juntos Mies, Whise Coif sad effect. All White and White Calf with 
Patent. ; 

Brown Calf trim. 


A two buckle sandal with plenty of : ; 
rforations on tip and straps. White Another T-Strap with tiny perfora- 

re dP P — g tions and open cutouts for Cool Com- 

ew rf 388 fort. White Buffed Veal. 


One strap oxford with high riding 
tongue cleverly designed to give 
moccasin type effect on Vamp. Bour- 
bon Calf and White Buffed Veal. Trim jitele oxford with Peasant type 


tongue and buckle one strap. Fawn 
The Poll Parrot name symbolizes quality in shoes for boys nina wiih: Sonne: Deas 
and girls of all ages. The line includes everything in juve- 
nile footwear— Goodyear welts, hand turns, stitchdowns, 
and light McKays—shoes for party, play and school wear. 
In practically every section of the country, leading deal- 
ers are doing a good selling job in this famous line of 
juvenile footwear. 
All styles carried in stock ... on widths. 











ROBERTS, JOHNSONS RAND 


Manly looking sport type for the Branch of International Shoe Co: 
modern youth. White Calf with ST. LOUIS, MO. ovtteneians ee: Saley sal Agana 
Stone Calf and White Buffed Veal. 


Smart oxford with lacing and tiny 


Brown trim and California seam. 
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Nebraskans Hold Convention 





Spring Styles and Outlook for Summer Season Discussed 
at Well-Attended Meeting at Grand Island 


GRAND ISLAND, NEB., Feb. 11.—Shoe 
dealers of Nebraska who braved the 
hazardous snow drifted highways to 
attend sessions of Federation of Ne- 
braska retailers held at Grand Island, 
Neb., Feb. 9 to 11, elected Fred Ander- 
son of Wahoo, president, and Claude 
Hainline of Lincoln, vice-president of 
Division. 

Selection of M. Anderson divisional 
president automatically advances him 
to the position as one of five vice-presi- 
dents of the State Retailers Federation. 

Road conditions, the worst in years 
forced all travel by trains and cut off 
all divisions to one third of the ex- 
pected attendance. Shoe men in di- 
visional meeting Monday afternoon in- 
dulged in heart to heart talk on the 
necessity of more brotherly feeling 
among competing dealers in Nebraska 
towns and labelled antagonism as 
abetting sin. Under the leadership of 
Paul Kernan of Hastings, practically 
the entire session was round table dis- 
cussion of methods of overcoming 
prejudices and siimulating coordina- 
tion of effort. 

“Foster feeling of persistent friend- 
ship with the customer whether he has 
a package under his arm when he 
leaves the store or not, and if you can- 
not give him the shoe he wants, tell 
him who among your competitors car- 
ries the line which he wants,” advised 
Mr. Kernan. Mr. Kernan, who re- 
cently added a store at North Platte 
to his Hastings and Grand Island 
stores, said he believed additional stores 
do not take patronage from established 
stores, but enhance the value of a city 
or town as trading center. 

Joe Taylor, representative of Walker 
Dickerson Company, advised affiliation 
with the Northwest Shoe Retailers As- 
sociation, but no definite action was 
taken. Mr. Taylor expressed the be- 
lief that only progress in legislation 
must come through efforts at Washing- 
ton rather than through State legisla- 
tures. 

Nebraska shoe men asked the eight 
shoe company representatives at the 
session to aid them in overcoming petty 
jealousies and stimulating attendance 
at 1937 convention. 

Representing Nebraska shoe men in 
general discussion of theme, “Are my 
problems your problems?” Tuesday 
morning at session of Federation. Peter 
A. Meahan of York, gave a definite 
affirmative answer by citing the value 
of balanced retail trade opportunity in 
a town. “Even the price of gasoline if 
above or below prevailing prices af- 
fects the shoe trade,” Mr. Meahan said. 
Appeal of quality and price in all lines 
of business Mr. Meahan said is a 
mighty factor in drawing trade. He 
also expressed the belief that the loss 


of AAA was a distinct blow to the 
retail trade in Nebraska and urged 
petitioning Congress to provide a sub- 
stitute farm program for the discarded 

“The shoe merchant,” said Mr. Mea- 
han, “contributes to his community by 
maintaining a full stock of shoes with 
good styles, patterns and a complete 
run in sizes. 


Men's Styles in the South 


MIAMI, FLA.—In men’s shoes, Bur- 
dine’s forecast for the season is a smart 
sport oxford of white buck, with full 
wing tip; an adaptation of the Nor- 
way sports shoe in white elk and brown 
calf; a plain toe white buckskin and 
a white buck and black calf, wing tip. 
All these shoes have been featured in 
Esquire, and being shown for the first 
time by Burdine’s. They have met with 
splendid acceptance and this is a good 
forecast of the sports shoe picture for 
the coming season. 


Mandel's Preparing 
Big Store 


Los ANGELES, CAL.—Mandel’s Fasci- 
nating Slippers are completing a mod- 
ernized second floor and starting com- 
plete modernization of the first floor of 
the main store at 518 West Seventh 
Street. 

Only recently the third floor was 
finished for the “Foot Delight” depart- 
ment, and with the final completion of 
the store, Feb. 15, the firm will have one 
of the major shoe stores of the city and 
in one of the best locations. Three com- 
plete floors and basement will be oc- 
cupied. 

The color scheme of the new first floor 
will contrast pastel shades with walnut. 
All new furniture and fixtures will be 
installed. The present extremely deep 
windows will be shortened and a wide 
off-center entrance will give space for 
a central island case. 

The salon type plan with all merchan- 
dise concealed is being used on each 
floor, so the store will correspond to 
three distinct stores with a definite price 
range on each floor. All offices are lo- 
cated on the third floor. 

With the new Wetherby-Kayser store 
going in directly across the street, West 
Seventh Street continues to gain ground 
steadily as the fine retail shoe district 
of the city. 

Maurice Mandel continues as presi- 
dent of the company and H. C. Wolfson 
as vice-president. The company has two 
other stores located on Hollywood Boule- 
vard. 


Increase Patent Sales Expected 


Cui1caGo—Loop shoe dealers and shoe 
departments are beginning to reap the 
benefit of the current rage for patent 
leather, that shining fashion success 
of the approaching Spring and Summer 
season, which leading managers predict 
with certainty will sweep the Chicago 
trade territory like wildfire. They hail 
patents as the greatest sales opportu- 
nity that has come their way for years, 
pointing to it as possessing great pos- 
sibilities for creation of new and addi- 
tional sales volume comparable to the 
rise of the rage for color during the 
last two years especially. 

As the rage will not be confined en- 
tirely to footwear, the stage for a clean- 
up in volume sales for the Spring and 
Summer will be complete. Gleaming 
hats of patent leather, in some cases 
with a glaring splash of brilliant red, 
with patent leather belts and handbags, 
unerringly call for footwear to match. 
No woman would ever be guilty of out- 
fitting herself with hat and handbag of 
harmonious material and color without 
wearing shoes to conform to the general 
scheme. Therein lies the joyful antici- 
pation of the shoe dealers of a tremen- 
dous revival of novelty shoe business. 

The patent shoes will come in a wide 
variety of models, styles and colors, in- 
cluding white, pastel and many other 
bright colors in addition to the tradi- 
tional black, Loop managers state. The 
department stores are cooperating with 
their shoe departments to make it as 
easy as possible for the style-conscious 
woman to select her entire patent en- 
semble, as without this assistance, the 
patent rage in footwear alone would not 
outlive the season, in the opinion of 
many managers. But with the help of 
the hat, the belt, the handbag, even the 
patent boutonniere, and patent trimmed 
gloves, the shoe business is bound to 
experience a patent year beyond any- 
thing heretofore experienced in the Chi- 
cago territory. 


Shoe Trade Shows Gain 


WORCESTER, Mass. — The shoe busi- 
ness in this city has shown remarkable 
gain, according to the sales increases 
reported by several leading stores. 

George Jagodnik, manager of the 
shoe business at MacInnes, large de- 
partment store, reports a 35 per cent 
increase in business, comparing the 
past six months with the same period 
of the previous year. Mr. Jagodnik’s 
department keeps a name-and-address 
record of each purchaser, and a perusal 
of this list indicates that many new 
customers have been added during that 
period. ; 

F. D. Snyder, assistant buyer for the 
shoe department at the Denholm & Mc- 
Kay Co., large department store, also 
reports an increase in business during 
the past two or three months. 

Benjamin Young, in charge of the 
shoe department of Filene’s of this city, 
reports a 40 per cent increase in sales 
for the past two or three months. 
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WHAT IS CHARMOOZ KID? 


Charmooz Kid is a sueded kidskin, retaining all the good qualities of kid- 
skin, its softness, the fact that it lets the foot breathe, its high style. 


Charmooz Kid wears beautifully, retains its surface effect, and does not 
pack down in greasy spots. Cleans easily and quickly, reviving the ma- 
terial to its original appearance. 


« 


A new type of leather for all seasons. 


The range of colors includes all those indicated on the leather card issued 
by the Tanners Council, with additional colors of intermediate shades. 
Two rich browns, and all staple shades. 


Immediate attention to your orders or request for samples 


AMALGAMATED LEATHER COMPANIES, INC, 


WILMINGTON, DELAWARE 
84 GOLD STREET, NEW YORK 


malgamated 
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Timely Angles on Spring 


[CONTINUED FROM PAGE 23] 

















Southern travel was effectively dramatized in this interesting window display, used 
last month by J. W. Robinson Company, Los Angeles. 


colors of yellow, green and robin’s egg 
blue, while on the modernistic shelf 
stand miniature pots of various flowers 
were grouped along with new shoes, 
bags and gloves. 

Completeness of detail, from the 
grass and sand floor with white wire 
fence border to the woven striped 
awning on bamboo framework, and 
even to the white enameled wires rep- 
resenting water from the sprinkler, fea- 
tured this display. It was designed and 
executed entirely by the store’s two dis- 
play men, J. M. Robey and George 
Robey. 

Merchandise, however fine, is not go- 
ing to sell itself this Spring, in the 
opinion of Paul Kirsh, buyer for the 
quality shoe departments in the J. W. 
Robinson Company store at Los An- 
geles. Shoes must be dramatized in the 
windows, Mr. Kirsh insists. The people 
are theme educated and the purpose of 
the shoes must find lodgement in their 
consciousness through dramatization, 
he states. 

For example, resort and cruise shoes 
in this store have been sold in good 
quantity since the season opened, but 
they have been sold through the power 
and pull of dramatized window promo- 
tion. An outstanding window (repro- 
duced herewith) was shown last month 
and did business from the first day of 
its showing. This display had a sanded 
floor area indicative of the beach, bor- 
dered by a large rope of the kind used 
in a ship’s equipment. Imitation South 
Sea Island palms give another touch. 
The background was plain, with a life 
preserved hung by a rope, giving the 
nautical motif. The figure used was 
dressed in sport sclothes with two-color 
resort shoes. A genuine South Sea 
necklace was also in evidence. 

“It takes just such presentation as 
this, we feel, to get results this season,” 
says Mr. Kirsh. 

Striking a note right in harmony 
with the times, the accompanying dis- 
play of the Elder-Johnson Company, 
Dayton, Ohio, won the silver loving cup 
for first place in its class at the Na- 


tional Shoe Fair in Chicago last month. 
With the air blue with political debate, 
accusations and denials following one 
another in swift succession and news- 
papers filled with columns of discussion 
leading up to the coming political con- 
ventions and presidential campaign, 
this sort of ‘“‘newsy” window promises 
to be a real attention getter. The prob- 
lem of keeping it neutral in a year 
when political arguments promise to be 
unusually acrimonious may prove the 
most perplexing phase of this class of 
publicity. 

The Elder-Johnston window designer 
lost no chance to capitalize on the 
“friendly” angle in the political picture 
he presented, as indicated in the cap- 
tions used. Lined on each lower side 
of the window under the caption “Ask 
for Your Candidate” were the stock 
names of five popular shoes, arranged 
under the donkey and elephant. 


Other stock political phrases were 
used to advantage in the display, which 
was centered about a panel showing a 
ballot keing marked. “The People’s 
Choice” appeared in the column above 
the check-mark made by the voter’s 
pencil, in the space opposite the 
“Friendly” candidacy. 

While pressing the central theme of 
the political angle to catch the eye of 
persons passing the window, the de- 
signer did not lose himself in the 
display and forget to get in plenty of 
samples at strategic points in the win- 
dow. Centered in the ballot panel, and 
thus inescapable even to casual ob- 
servers, two stock numbers’ were 
mounted. Other models were grouped 
around the sides and front of the 
window. 

The display of evening footwear by 
Bloomingdale Bros., New York, which 
we show this week, is an unusually 
beautiful and glamorous formal foot- 
wear window presentation, and such 
windows have a logical place in the pro- 
motion picture for the latter part of 
February. 


Department stores have one impor- 
tant advantage in shoe display, in that 
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their efforts need not be confined to 
windows. Interior displays of footwear 
in other departments also help to at- 
tract customers to the shoe section. And 
if there’s any doubt about bringing the 
customers around to the shoe displays 
it is also possible to carry the shoes 
right to the customers, as Mandel 
Brothers, Chicago, proved, with the 
ingenious display cart illustrated here- 
with. The young lady pushes the cart 
about through the other departments of 
the store, and the center stand revolves 
when the vehicle is in motion. Truly 
there seems to be no limit to the novel 
ideas being employed by enterprising 
retailers to accelerate the pace of shoe 
selling this season. 


Buffum's, Long Beach, 
Being Modernized 


LoNG BEACH, CAL.—Harry Buffum, 
head of Buffum’s, largest department 
store at Long Beach, Broadway at Pine 
Avenue, announces that Feb. 20 will see 
the completion of a modernization proj- 
ect on the first floor that will give the 
store a fine new, enlarged, salon type 
shoe department. Space will be in- 
creased 25 per cent and seating capacity 
30 per cent. Everything will be new. 

The thought is to give the department 
a semi-shop appearance without giving 
it complete segregation. Artistic effects 
are created by Neon tube lighting at the 
18-foot entrance while similar lighting 
effects mark the firring. Brass and 
bronze are being used for occasional 
decorative effects. Pastel shades will 
form the basis of the color scheme and 
the entire floor area will be car- 
peted in broadloom in appropriate and 
conservative shades. Entrance to the 
department will be flanked with the 
hosiery, bag, and accessory cases. 

Incidentally the entire first floor of 
the big store is being covered with 
cork tile. 

Complete rearrangement and redeco- 
ration of the basement will give the 
shoe departments there better space. 
Ralph Featherstone, manager, looks for 
a big year ahead. L. S. Bragg is buyer 
for the main shoe department on the 
first floor. 


What a Camera Can Do 
for a Shoe Store 
[CONTINUED FROM PAGE 28] 


paper, to shoot pictures of shoes. Such 
a cabinet can be made without diffi- 
culty by any window trimmer. He also 
points out that some shoes can be 
photographed effectively by themselves, 
while others, such as strap slippers and 
sandals, show up better when modeled. 

Despite the size of the pictures pro- 
duced, the camera operated by the 
Brouwer store catches the finest detail 
from which perfect enlargements can 
be made. The average cost of one nega- 
tive and developing of one print is 
21 cents. 
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Store of E. J. Fanning. 1027 Lake Street, Oak Park, Illinois 


When the Original Carpet Is 


the Replacement Is 


The Shoe Store of Mr. E. J. Fanning, Oak 
Park, Illinois, has had a Mohawk Hooked 
Wilton on its floor for six years or more. 

In Mr. Fanning’s own words, this carpet 
has given “most satisfactory service.” His 
patrons, he says, have often remarked on 
the beauty and service of this carpet. 

So now, when expansion requires new 
carpets, he re-orders from Mohawk. 

The high pile, and soft, luxurious beauty 
of Mohawk Carpets have a real sales value 
in shoe stores. When those first testing 


Almost Sure to Be! 


steps are taken on a Mohawk Carpet, new 
shoes feel more comfortable and the sale 
is more quickly consummated. 

Mohawk Carpets come in a wide range 
of patterns and colors. They are likewise 
obtainable in many weaves and grades, 
which means that you can obtain a Mohawk 
Carpet to suit any problem that you have. 

Wire collect for a Mohawk representa- 
tive to confer with you in finding the most 
satisfactory and economical solution to 


any floor covering problem. 


MOHAWK CARPET MILLS 


GENERAL SALES OFFICE: 295 FIFTH AVENUE, NEW YORK 


Regional Sales Offices: Atlanta Boston Buffalo Chicago Cincinnati Cleveland Dallas Denver Des Moines 


Detroit High Point Los Angeles Philadelphia 


Kansas City 


Pittsburgh San Francisco Seattle St. Louis 


1936, Mohawk Carpet Mills, Inc. 
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The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 

T. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

stewart & poTreRnco, THE LAST WORD  yniteo ast co., tt. 


BROOKLYN, N. Y. U N i T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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Shoe Vieuts 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, FEBRUARY 15, 1936 


NATIONAL NEWS 





New Shoe Styles Shown in Chicago 





Stores Challenge Blizzards with Dazzling Array of New Spring 
Shoes, While Drastic Winter Clearances Continue 


CHICAGO — Top notch among the 
showings of glamorous footwear in the 
loop this week is the Countess last, a 
short vamp made to fit the slender foot 
at Marshall Field & Company’s fifth 
floor shoe salon. It is a stitched calf 
in luggage tan, blue or black, and is 
of the open shank, T-strap pattern 
with high solid heel, full counter and 
open side vents on vamp. Priced at 
$15.50. 

Chas. A. Stevens & Co. feature swank 
square toe and square heel types with 
a reversible button-on front that gives 
a two-tone effect, and with their shin- 
ing metal buttons— recommended as 
just the thing for the new Spring sport 
clothes. The choice is offered of black, 
brown or blue in gabardine or black 
patent. Also they are offered in a flat- 
tering round toe in black, brown or 
blue calf, or the distinctly new British- 
tan calf and gray suede—just to give 
a touch of English in honor of the new 
king. The price is $10.75. 

At Stevens also, where the Shoe Box 
sets the pace in medium-price styles, is 
shown for the first time in Chicago for 
Spring a new oxford of bucko with 
metal eyelets. Very English country 
looking—in fact nearly all Chicago 
shoe departments seem to have gone 
definitely English for the Spring sea- 
son—even to the colors of gray, blue or 
brown. Also in tan calf, all at $6.75. 

Another Shoe Box showing at Stevens 
is an oxford with square toe and flat 
heel that makes a perfect walking shoe. 
It is featured in’ bucko, which Stevens 
says will be the popular leather in Chi- 
cago this Spring. Colors are blue, lug- 
gage tan, gray and brown, with the 
new popular metal eyelets. Priced at 
$6.75. 

A slipper that is really different, the 
last word in short vamps, is featured 
with a steep heel that makes the foot 
look tiny, yet fits perfectly—in black or 
blue gabardine at $7.75. In the same 
price class is a sandal that is really 
new, with the swank square toe, in 
British tan calf and blue calf. The 
general effect is that of a slipper with 


open shank and long ventilated tongue 
extending upward to meet and join the 
cross strap with side buckle. 


At $6.75 Stevens shows a sabot strap 
with a trim instep and steep heel, short 
vamp, in black gabardine. In the same 
price class is another elegant, dressy 
wide strap sandal with the dress-up 
short vamp. This comes in gabardine 
in black, blue, gray and brown. 

Mandel Brothers is challenging the 
blizzards with their offering of slippers 
in Gondolier cloth and patent leather at 
$8.75. Counter and toe are patent— 
body cloth—and they come in either 
wide strap or the usual T-strap, with 
high heels and rather long vamps. 


Special shoe sales now running in 
Chicago seem to be based on a real de- 
sire to move merchandise to a heavier 
degree of intensity than in previous 
years. While the factory outlet stores 
still cling to about the usual sale dis- 
counts as in previous years, depart- 
ment stores and independent stores, 
are going some further in cuts than 
last year, or the previous year. 


Marshall Field & Company offer in 
their February sale numbers from all 
of the brands stocked by them for wo- 
men, including the Young Moderns in 
sandals, buckle slippers, pumps, and 
broad straps, at prices ranging from 
$6.90 to $12.50. 





DATES TO REMEMBER 


Leather Opening and Style Conference, 
Waldorf-Astoria, New York 
Mar. 30, 31, 1936 


National Foot Health Week, 
April 13-18, 1936 


Spring Meeting Tanners’ Council, White 
Sulphur Springs, Va May 7, 8, 1936 
Ohio Shoe Retailers Association Conven- 


tion, Hotel Netherland Plaza, Cincin- 
June 7, 8, 9, 1936 





Spring Styles in Miami 


MIAMI BEACH, FLA.— Abraham S. 
Blatt, manager of the shoe department 
of Saks Fifth Avenue shop on Lincoln 
Road, is offering some very smart 
models for the resort trade. One good- 
looking version of a high cut sandal 
shows a new type of toeless-heelless 
shoe, cut high over the instep and then 
cut off. It comes in white buckskin 
with brown or blue kid trimming and 
heel, and is also offered in pastel linens. 
This is equally good for afternoon or 
evening wear. 

Very smart is a gay little linen beach 
sandal; backless and toeless, of bright 
printed linen, to be worn with morn- 
ing frocks or slacks. Fastened with 
a big harness buckle, they look smart. 
A toeless doeskin sandal with a butter- 
fly wing treatment is very smart for 
afternoon wear. The butterfly trim- 
ming of suede in the center front is 
faced with white kidskin and held to- 
gether with metal rings, and the strap 
is fastened with corresponding metal 
rings. 

An interesting new treatment of the 
classic opera pump shows a white suede 
shoe with a narrow outline of brown, 
blue or black calfskin and a center strip 
of calf on the vamp. Slashed suede 
tabs faced with calfskin make effective 
bow trimmings. 

Very chic is a low heeled sandal 
combining white sailcloth with navy, 
brown or black calfskin. The shoe is 
backless, and the heel of white calf. 
This fastens with a large metal buckle. 


Another very smart and quite new 
adaptation of the sandal is of rough 
surface white linen, open toe and heel, 
and gay little buttons in bright red, 
blue or green down the front and to 
fasten the rather narrow strap. This 
is a sports sandal, very good with 
slacks or shorts. 

The classic pump with a braid trim- 
ming and enameled buttons is good. 
The pump is of suede and kid and comes 
in rust, blue or brown. It is also devel- 
oped in white sailcloth with kidskin. 


Enlarges Shoe Department 


Ho.tyoke, Mass. — McAuslan & 
Wakelin Co., department store, is mak- 
ing alterations to enlarge its shoe de- 
partment on the main floor. The store 
plans to carry a larger stock and will 
also have a basement shoe department. 















































Page 50 


is a sunken, concealed stockroom. At 
mezzanine height is a workroom and of- 
fice combined, which gives the effect of 
dividing the spacious interior into two 
semi-segregated but not isolated sec- 
tions, one section being used for men’s 
furnishings and sports wear, chosen 
carefully to tie in with the shoes which 
Hamilton’s feature. 

Santa Monica is a two-lane street 
and the building stands between the 
two, with heavy automobile traffic on 
either side. Large windows have also 
been placed on the other side of the 
building and a recess in the concrete 
wall provides for a large Neon sign. 
The store as a whole is one of the 
best lighted to be found in the Los 
Angeles area. The lofty tower at the 
corner of the building carries in bril- 
liant Neon the name, “Hamilton’s,” 
visible for blocks. 

In selection of furnishings, Hamil- 
ton’s have refrained from the ultra- 
modern and have kept to the idea of 
rich Oriental rugs on substantial look- 
ing floors. The comfortable lounge ef- 
fect has been sought throughout. An 
unusual amount of wrought grill work 
has been used to accent the somewhat 
cathedral-like appearance of the room. 

The windows have been provided 
with removable window fixtures of 
special design. 

Elwood Hamilton, one of the Hamil- 
ton brothers, will have direct super- 
vision of this store. He states that 
the demand for furnishings, etc., to go 
with Hamilton’s shoes has been such 
in recent years that it has been neces- 
sary to go into those lines somewhat. 
The new Beverly Hills store, however, 
represents a much greater move over 
into the field of furnishings than the 
other seven stores operated by the 
company. 


Green's is in Keeping 


The new Green’s Children’s Shoe 
Store is in keeping with the character 
of the building and with the other 
shops represented. The main salon is 
25 by 40 feet, carpeted with rich green 
carpeting, as are the other two Green’s 
stores. Brown tapestries and brown 
tapestry upholstering have been used 
to contrast, yet to harmonize, with the 
maple in the natural which gives a 
pronounced modern tone to the wood- 
work. 

Mr. Green has been in business in 
Los Angeles for eight years and has 
stuck closely to exclusive service in 
exclusive lines. His customers now 
come from a wide area. His second 
store, opened two years ago on Wil- 
shire Boulevard, is a model of elegance 
and modernity. Both he and Mrs. Green 
will give attention to the management 
of the mew Beverly Hills shop. Mr. 
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Georgian Renaissance in Men’s Shoe Shop 


[CONTINUED FROM PAGE 21] 


Green claims to stock the very largest 
variety of children’s shoe sizes on the 
coast. 


Interesting Figures 


Interesting statistics are available 
showing what a wealthy area this new 
shoe section may draw upon, possibly 
the wealthiest area of the size in the 
world. Government figures indicate 
that the average income per family 
per annum in the United States is 
some place between $1,400 and $1,800. 
The area tapped by these stores has 
in the primary section, a section some 
three miles square, a purchasing power 
per family per annum of $5,916, and 
in the so-called secondary or adjoining 
area a per family per annum purchas- 
ing power of $4,219. The total annual 
purchasing power in the primary area 
is $37,926,084, in the hands of 6409 
families. The purchasing power in the 
secondary area is $13,999,860, in the 
hands of 3318 families. 

Both the Hamilton brothers and Mr. 
Greenberg, as well as Fred White of 
the Wolfelt-White Company, feel that 
this purchasing power is worth reach- 
ing out after. 

Coincident with the opening of the 
Beverly Hills shop by Hamilton’s has 
been the closing of the small shop 
near Fifth Street and Broadway, Los 
Angeles, which was operated by the 
company for more than 25 years. As 
the shopping center has moved south 
on Broadway and west on Seventh 
Street, this shop had become slightly 
off center. Herman Eckerman, man- 
ager for many years, is now at the 
main store. 


Started in 1894 


The elder Mr. Hamilton, now retired 
but in robust health, arrived in south- 
ern California in 1894. He lived in 
Ontario, California, one Winter then 
established his first shoe store in Los 
Angeles. The three sons, Alex, Herb, 
and Elwood, have grown up since that 
time and all have gone into the retail 
shoe business. Today the company op- 
erates quality retail shops in Los An- 
geles, Long Beach, San Francisco and 
Berkeley. The main store is located 
at 609 S. Olive Street, Los Angeles. 





Northwest Hails 
Discrimination Curb 
[CONTINUED FROM PAGE 38] 


sions to fit the needs of the present day, 
said the Senate Committee in its report. 

“This your committee has striven to 
do, with a careful regard to the preser- 
vation of full freedom for sound and 
wholesome business in all its necessary 
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and proper operations, but with a firm 
resolve not to permit the desire for 
privilege to masquerade under the claim 
of rights,’ the militant pronouncement 
continues. 

The bill outlaws discriminations be- 
tween customers of the same seller when 
not supported by sound economic dif- 
ferences in their business position or 
the cost of servicing them. These dis- 
criminations fall into two groups, 
namely, in prices on terms of sale, and 
by separate allowances to favored cus- 
tomers for purported services. 


Important are the exceptions to the 
general prohibitions against price dit- 
ferences, which are set out in the fol- 
lowing language of the bill: “Nothing 
herein contained shall prevent differ- 
entials in prices as between purchasers 
depending solely upon whether they 
purchase for resale to wholesalers, to 
retailers, or to consumers, or for use 
in further manufacture; nor differen- 
tials which make only due allowance 
for differences in the cost, other than 
brokerage, of manufacture, sale, or de- 
livery resulting from the differing 
methods or quantities in which such 
commodities are to such purchasers 
sold or delivered.” 

In this connection, it is proposed to 
permit the Trade Commission to fix 
limits in any quantity, beyond which 
sales are so few as to render price 
allowances to such purchasers dis- 
criminatory in themselves. A practical 
application of this rule might be found 
in the boot and shoe industry where 
large chains might make purchases in 
quantities several times as great as 
those of the average independent dealer. 
Should the chains receive quantity dis- 
counts applying to the full purchase, a 
resale price far below that necessary 
to bring a profit to an independent, 
would be possible. The Commission 
therefore would fix a maximum at 
which these discounts would stop and 
would limit the differential in favor of 
the comparatively few huge purchasers, 
as against the buyer of average quan- 
tities. 

That it is the purpose of framers of 
the bill to reach a large part of the 
purely intrastate business is disclosed 
in the following words which are ex- 
planatory of what they conceive to 
be a situation “affecting” interstate 
commerce. “When granted by a given 
seller to his customers in other States, 
and denied to those within the State, 
they involve the use of that interstate 
commerce to the burden and injury 
of the latter. When granted to those 
within the State and denied to those 
beyond, they involve conversely a di- 
rectly resulting burden upon interstate 
commerce with the latter. Both are 
within the proper and well-recognized 
power of Congress to suppress.” 

Reminiscent of NRA days is the 
provision prohibiting the payment, by 
a seller, of brokerage direct to a buyer 
or to anyone who is merely his inter- 
mediary and not a broker in the strict- 

est sense. 
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New Foot Comfort Shop Opened 


SALT LAKE City, UTAH—Martin’s 
Foot Comfort Shop recently opened 
at 159 South Main Street. Health- 
Spot shoes for men, women and chil- 
dren are handled exclusively. Wm. 
Martin, owner, formerly operated a 
similar store at Bellingham, Wash- 
ington. H. W. “Doc” Meade, asso- 
ciated with him at that time, is now 
managing the new Salt Lake store. 
A lady receptionist completes the store 
staff. 

Display windows incorporate a spe- 
cial double-slope arrangement with 
the front slope slanting down from 
the center height in the window to the 
front floor of the window and the 
second slope at an opposite angle and 
slanting oppositely so that displayed 
merchandise is made unusually con- 
spicuous, both to street traffic and 
those pausing in the entrance. White 
circles form the backgrounds for in- 
dividual pairs of shoes. Special fitting 
rooms and leather and chromium 
lounge chairs provide extra comfort 
for patrons. 

Floor space of the store is 12 x 160 
square feet and the floor is completely 
covered from wall to wall with heavy, 
thick rugs. 

Mr. Meade says: “In a store of 
this kind we feel the necessity of full- 
length rugs. We advertise and request 
our customers to come to our store 
prepared to spend more than the usual 
amount of time they take in purchas- 
ing shoes. We also ask them to make 
themselves at home in the shoes in 
which we are fitting them and sug- 
gest that they walk around for some 
time in the store to determine ex- 
actly how well the shoes do fit and 
whether additional adjustments are 
necessary. Naturally the rugs play 
a big part in adding to the foot com- 
fort of patrons as well as enhancing 
the appearance of the store. 

“We are every bit as careful in 
properly fitting the person who is ap- 
parently shopping as the customer who 
deliberately comes in to buy. And we 
have found that this policy really re- 
sults in about 75 per cent of persons 
thus contacted being sold. We get 
entirely away from the all-too-common 
practice of hurrying through the sale 
to get to the next fellow. The con- 
verse is true for we ask the customer 
to drop in the store at a definite time 
after the sale has been made to let 
us examine the shoes and make certain 
that they are comfortable, as well as 
make any adjustments in metatarsals, 
etc., that might be advisable. 
“Business has been very good, espe- 
cially for this time of the year, and 
we expect 1936 to be a most produc- 
tive year.” 


Opens Family Shoe Store 


DetroIr—Richard Bielski has opened 
the Bielski Shoe Store at 11941 Conant 
Avenue in Mamtramck, northeastern 
Detroit suburb. This is Mr. Bielski’s 
first independent business venture in 
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Ties Up With 


Stage Success 





The stage success "Anything Goes," now on a successful road tour was the occasion of 


a successful tie-up arranged by the Selby Shoe Company with their new Tru-Poise line. 


Shoes 


from the regular line were especially adapted for the two stars, B2nay Venuta and Irene Delroy, 
to wear in the show. Then when the show played a town, the store a.ranged a window and 


department display, as illustrated above, to tie in with the program credit. 


Philadelphia, 


Washington, Pittsburgh, Chicago and Detroit partook in this promotion. 





the shoe field. He is operating also 
under the name of Dick’s Shoe Store. 
The new store is devoted to a gen- 
eral family trade, and is outfitted in 
semi-modern style, with. dark walnut 
fixtures, with heavily relieved carving. 
The entire woodwork is offset by a gilt 
engraved border around the store. 


~ 


Se 





Roger Selby in Miami 

MIAMI BeacH, Fia. — Roger A. 
Selby, president of the Selby Shoe 
Company, Portsmouth, Ohio, is_ in 
Miami Beach for the season. Mr. 
Selby is accompanied by his wife and 
family. 
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St. Louis, Mo. * Walsall, England 


Relieve Painful Callouses. Create Satisfied, 


Repeat Customers with 
Your Price $6. Retail Price $1. Send for FREE s sample pair today C 
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Canadian Distributors: Canadian Specialties, Ltd., 49 Sanford Avenue, So., Hamilton, Ont 





anfield 


ENGLISH 
RIDING 
BOOTS 


ARE MADE IN ENGLAND 
ONLY 
BY MASTER CRAFTSMEN 


IN STOCK 


ALL WIDTHS 


ALSO FIELD, AVIATOR 
& JODHPUR BOOTS 


MANFIELD & SONS 
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The RIGHT FEATURE shoe which has undergone the acid test of 
several years manufacture will produce REPEAT PROFITS for you. 
Nu-Matics with their patented, scientific, 
features are virtually non-competitive. 
Men's and Women's Shoes. 


“cushion” and “nail-less" 
Send for our Catalog of 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 


Mu Matic 


CUSHIONED SHOES 





Avoiding Mismates 


Cuicaco—George Teeters, manager 
of Palmer Boot Shop, says: 

“The most important step in the 
prevention of mismaies in a shoe stare 
is to thoroughly sell your sales force 
on the great importance of keeping 
shoes mated. We are continually after 
our men in this respect, and we have 
several different ways of driving this 
importance home to them. Every man 
in our store is instructed to check each 
pair of shoes he sells to be sure they 
are mates. 

They are then taken to the hosiery 
counter for wrapping and are again 
checked by the hosiery girl. 

“If a mismate goes through the 
hosiery girl she is fined 50 cents by the 
store. If the hosiery girl catches a 
salesman putting through a mismated 
pair of shoes he is fined 50 cents, which 
is turned over to the girl. After they 
have had to pay a few such fines, it is 
remarkable the care with which the 
shoes are inspected. 

“Another idea we use is the checking 
of our entire stock every Saturday 
night. We do this by making each man 
in the store responsible for a certain 
section of our stock. This stock is 
under his control and must be kept up 
to snuff at all times. Also a salesman 
is allowed to take care of only one 
customer at a time, and he must have 
all his shoes put away before starting 
in with another customer. If he fails 


to do this he is fined five cents for each 
shoe left out. The results of this sys- 
tem are all evident in the fact that we 
have only one pair of mismated shoes 
in our store.” 





Information Wanted 


The Boot and Shoe Recorder has received an 
inquiry as to who manufactures men's high-top 
white canvas shoes. These shoes must have a 
leather sole and rubber heel. 

The writer of this inquiry is a member of 
an organization that marches in parades quite 
frequently and, as the season for parades and 
celebrations approaches, these shoes will be in 
demand by several of these organizations. 

Any information as to where these shoes are 
made can be sent to the Information Dept., 
Boot and Shoe Recorder. 





Orthopedic Shoes Sales 
Meeting Held 


Cuicaco.—An enthusiastic and well- 
attended sales meeting was held here 
recently by Orthopedic Shoes, Inc. At 
a business meeting, which preceded a 
dinner, plans for the coming season 
were outlined by T. B. Wright, presi- 
dent of the company. Other officials 
who spoke were: E. L. Kimball, presi- 
dent of Orthopedic Shoe Store Com- 
pany; Helen Kozak, style director of 
Orthopedic Shoes, Inc.; H. C. Segur, 
sales manager of Orthopedic Shoes, 
Inc., and L. B. Emerson, advertising 
director. Arthur Siegel and A. Wisko- 


chil of the sales staff attended, as 
well as D. D. Bandy, manager of the 
Lake Street, Chicago, store. 

Members of the Orthopedic Shoes, 
Inc., dealer organization who attended 
the meeting were: Mr. and Mrs. Walter 
Parker, Detroit, Mich.; Philip Baum, 
Indianapolis, Ind.; Mrs. Philip Stack, 
Washington, D. C.; C. H. Fontius, Los 
Angeles, Calif.; John Showalter, Kan- 
sas City, Mo.; George Wittmann, 
Evanston, Ill.; Herman Triebitz and 
Joseph Marcus, Brooklyn, N. Y.; 
Arnold Herron, Louisville, Ky.; Har- 
vey Dyer, Madison, Wis.; Guy Hen- 
nessy, Chicago, Ill.; Stuart J. Rackham, 
Detroit, Mich.; Walter Johnson, Buf- 
falo, N. Y.; D. C. Altenburg, Dayton, 
Ohio; George P. Chambers, Milwaukee, 
Wis.; M. C. Petersen, Toledo, Ohio. 


M.R.S.D.A. Plans Meeting 
for March 


DetroIt—Clyde K. Taylor, president 
of the Michigan Retail Shoe Dealers 
Association, has announced a full meet- 
ing of the directors and officers of the 
association, to be held at Lansing, 
early in March. Exact date will be set 
upon consultation with several directors 
who expect to be South during the next 
month. The meeting will be held at the 
Mills Mutual Insurance Building. 

Principal subject on the agenda will 
be the selection of a place for the 1937 
convention and exposition. 
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Sales Planning for Shoe Stores 


[CONTINUED FROM PAGE 26] 


8. Don’t get excited and change all your 
advertising plans because you don’t get 
immediate results. See that your plan 
is right, and then stick to it. Adver- 
tising is partly educational—you can’t 
expect the best results quickly. 

Select mediums carefully and stay 
with them for real results. Newspapers 
are best to reach new customers and 
to reach department store customers 
who shop in your district. Direct mail 
to sell more to present customers. It 
has a personal appeal if properly di- 
rected. However, direct mail must be 
directed to classified customers such 
as: 

1. Type of merchandise they buy. 

2. Prices they want to pay. 

3. Season they buy in. 
Select merchandise to be advertised 
carefully. All merchandise is not 
equal in promotional possibilities. Some 
things are more easily dramatized than 
others. It’s not what you want to sell, 
but what customers want to buy that 
should be promoted. 
Smart statements such as “Smart 
Shoes for Smart Men” are not adver- 
tising. They attract too much atten- 
tion to themselves while you want the 
all too-fleeting attention of the prospect 
directed on some thought about your 
store and its merchandise. 
Make advertising a part of your store 
sales plan, instead of expecting it to 
work alone. Have window displays and 
salesmanship work with it. 


Direction and Supervision 


I can hardly give thought to the problems 
of the shoe industry today, without mar- 
velling at the wonderful success of some in- 
stitutions, and the evident failure of others. 
I am referring to the forward strides made 
by large department stores and the big pow- 
erful chain stores. And I believe much of 
their success must be attributed to the fact 
that in their offices are sitting men—trained 
men if you please—who are giving thought 
and energy to planning. Planning not for 
today only, or tomorrow, but for months 
and years ahead. And closely allied with 
planning go two other responsible func- 
tions, direction and supervision. 

Recently I had the pleasure of talking to 
a man in St. Louis, a man with retail ex- 
perience who is doing a remarkable job for 
a manufacturer, with some stores in which 
the manufacturer is interested. He told me 
that he had taken a leaf from the chain 
store’s book of success. Perhaps he took 
several leaves, but what he gives those 
stores is planning, direction and _super- 
vision. 

In closing let me emphasize again that 
now is the time to plan. Plan to cooper- 
ate with the manufacturer and ask him to 
cooperate with you. Plan to have a bal- 
anced stock; to have a well-informed and 
well-trained sales force. Plan your buying, 
your window displays and your advertising. 
Plan to direct and to supervise. 

Plan ahead—for the future. 
sales plan for progress and profit. 


Make a 





Mrs. Doyle Takes Control 
of Ruby Store 


Derroit—Alfred J. Ruby, Ince., ex- 
clusive Washington Boulevard Shoe 
Store, has been taken into direct con- 
trol by Mrs. Gertrude Ruby Doyle, who 
has announced a policy of immediate 
important remodeling of the store. 
Edward A. Bernie, who was treasurer 
and general manager of the store, has 
sold out his interest and retired from 
the company. 

At the recent meeting of directors of 
the company, Mrs. Doyle was elected 
president; Miss E. Burmaster, secre- 
tary; and James Levy, in addition to 
the officers, a director. A motion was 
passed to retire the entire $50,000 out- 
standing preferred stock of the com- 
pany this quarter. 

O. G. Remiem, known to the shoe 
trade as “Ray,” has been appointed 
manager of the store in place of Mr. 
Bernie. Mr. Remiem has been with the 
store here for about 12 years, recently 
as assistant manager. The other store 
of the company, formerly in Chicago, 
was closed a few months ago. 

The store is being air conditioned, 
with a complete year-around system 
being installed, with washed air for 
Winter, and cooled air for Summer. 

Immediately after completion of the 


air conditioning this month, the store 
will be remodeled. The present win- 
dow and front will be torn out and 
replaced in new design. The furniture 
has already been replaced, and the new 
equipment includes modernistic chrome- 
plated steel chairs and settees, with 
leather upholstery in dark blue and 
medium green. 

The hosiery and handbag depart- 
ments are being moved from counters 
flanking the center door to a position 
near the middle of the store, where the 
merchandising will be more closely tied 
up, both between the two departments, 
and between these departments and the 
shoe department proper. 

Formal opening will be held some 
time in March, date depending upon 
completion of work, and the event will 
be heralded by a society party for 
Mrs. Ruby, sponsored by socially promi- 
neni friends and patrons of the store. 


New Method to Shape Uppers 


Lynn, Mass.—Arthur F. Pym and 
W. C. Scarlett have secured patents 
on a method for shaping uppers to 
lasts. Sixty-two claims to originality 
have been allowed. They have as- 
signed their patents to the United 
Shoe Machinery Corp. 
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YOUR SALES! 


By accelerating working cap- 
ital turnover, commercial 
factoring enables the shoe 
manufacturer to increase his 
production, thus decreasing 
his manufacturing cost per 
pair, and to take advantage 
of all available discounts, 
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Open "Shoe Studio" 


RocHESTER, N. Y.—A new “shoe 
studio” has been opened at 9 East Ave- 
nue by Emanuel Stillman and _ his 
brother, A. J. Stillman. It is known as 
Stillman’s Orthopedic Shoe Shop. This 
studio is an entirely new departure 
from the ordinary shoe shop, as the 
Stillman brothers are known as special- 
ists for the treatment of all kinds of 
abnormal! disorders of foot ailments. 

Emanuel Stillman has had 35 years’ 
experience in medical research in 
Brooklyn hospitals, besides being asso- 
ciated with prominent orthopedic doc- 
tors and pediatricians in New York and 
Brooklyn. Associated with him is his 
brother, A. J. Stillman, who has had 
wide practical experience in fitting 
shoes for people with foot ailments. 

The new store has a comfortable and 
pleasant waiting room, with private 
consultation booths for the examination 
and treatment of individual require- 
ments. The Stillmans are handling Dr. 
Posner’s Muscle Building Shoe for 
children. For women they carry the 
Dr. Reed Cushion Heel shoes. 


Store in New Location 


LAKELAND, FiaA—The Ford Shoe 
Store, which has been serving the public 
for a number of years at 217 East Main 
Street, has relocated and is now at 122 
South Tennessee Avenue. Extensive 


alterations were made to the new quar- 
ters so as to make this one of the 
fine shoe salons in the community. 


Opens Shoe Department 


NEw ORLEANS, 
La. — Lep Weil, 
who retired from 
the retail shoe 
business five years 
ago, has returned 
to his old love and 
in almost the same 
location where he 
began his’ shoe 
career in 1906. 

Early in 1900, 
Mr. Weil began to 
learn the _ shoe 
business with M. 
Pokorny & Sons, 
at 124 St. Charles Street. In 1906 he 
opened the Baltimore Shoe Store, at 
409 St. Charles Street. After five years 
in St. Charles Street, he opened at 
1630 Dryades Street, remaining on 
that street for 25 years. He had at 
one time a chain of stores, operating 
as Audubon Shoe Stores—Nos. 1, 2, 3. 

After retiring for five years he has 
opened a shoe department in the large 
clothing store of Lou. Welsh, 429 St. 
Charles Street, exclusive men’s and 
boys’ shoe store. Lep Weil is well 
known in Boston and other shoe 
markets. 


Lep Weil 


Library for Barbour Employees 


BROCKTON, Mass. — Perley E. Bar- 
bour, president of the Barbour Welting 
Company, is more than pleased with an 
experiment begun some time ago when 
a circulating library for the benefit of 
all Barbour employees was installed in 
the executive wing of the office. Nearly 
4000 volumes now comprise the collec- 
tion which includes both fiction and 
fact. Best sellers in all classes are 
bought as they are published and dis- 
tributed without cost to any employee 
who calls for them. Its growth to its 
present size, which is much larger than 
most of the suburban circulating libra- 
ries, is proof of its popularity and use- 
fulness. 


More Than a Shoe Man 


New York.—Harry Parke had the 
ambition to study while operating his 
shoe store, known as Pedeveloper Shoes. 
Inc., at 3843 Broadway, New York. He 
is a licensed graduate masseur, featur- 
ing foot manipulations and massage in 
his store, which combines with the 
selling of orthopedic footwear. Myr. 
Parke did clinical work at various city 
hospitals, such as Fordham and Beek- 
man Street, where he had an excellent 
opportunity to become familiar with 
orthopedic cases. He finds this exper'- 
ence very helpful in his shoe business. 
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ANEW AND IN STEP WITH 
FASHION’S STRIDE 


To Manufacturer and Retailer alike, Texoid Sandal 
Strapping presents a fine opportunity to develop additional 
appeal in Sandals. 


New and attractive designs in several color combinations 
are available. A special chemical treatment makes this 
material practically waterproof and gives it outstanding 
durability in wear. Texoid conforms easily to the shape 
of the foot. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Dries glossy but does 

not contain — shellac. 

Made of pure wax. 

@ Does not crack 

@ Preserves 

e@ Waterproof 

Revolutionary — easier 
lasts longer. Correctly 

priced. Sold only a 

shoe trade. FREE 

Goods Now! 


FRANKLIN RESEARCH COMPANY 
5134 LANCASTER AVE., PHILA., PA. 
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instant. Easy use, Economical. Positive re- 
sults. AT _ by large manufacturers. 
Retails for 50 cen 
Gold Polish a per dozen. 
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There is a _ Shu-Prim 
cleaner and dressing for 
every type of leather. 
Write today for a trial 
assortment of 3 dozen 25 
cent retailers (whites, 
creams, etc.) at $1.50 per 
liozen. Free samples of 
Gold and Silver pastes 
with each three dozen 
order. 


SIGNAL 
CHEMICAL CO. 
791 Tremont St, Boston 

















Larger Shoe Boxes Being Made 


LYNN, Mass. — Hoague, Sprague 
Corporation, shoe box manufacturers, 
start the year by making more outsize 
boxes than ever before. There are 
several reasons: 

More shoe firms are running their 
sizes up to 10, 11 and 12, and bigger 
shoes call for bigger boxes. 

More ski shoes are being made and 
these being large and stout require 
larger and stouter boxes. 

But the big gain, on big boxes, is 
that of boxes for riding boots. Some 
of these are large enough for a trunk 
for a week-end trip. The output of 
them, for the start of the year, beats 
all records. It looks, from the box 
shop as if riding boot sales will reach 
a new peak this year. 
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On the Selling End 


News of the Travelers and Sales Activities 


To Direct Junior Sales 


HuMBOLDT, TENN.—F rank R. Morris 
has been appointed sales manager of 
the Junior Division of O’Donnell Shoe 
Company, of Humboldt. Mr. Morris 


FRANK R. MORRIS 


also is in charge of the sales of women’s 
corrective shoes. During the past eight 
years he has been on the road for 
O’Donnell, concentrating his efforts on 
Propr-Bilt Shoes for children. 

“When I started out on the road 
with Propr-Bilts,” said Mr. Morris, 
“the idea of building an arch feature 
into a child’s shoe was new and radical- 
ly different from anything ever before 
attempted. At first this idea was 
viewed with a great deal of skepticism 
by the shoe dealer and by retail sales 
people, but by sticking to my sincere 
belief in the soundness of the idea and 
by continuous effort, it finally was put 
over in a big way. I am very happy 
to say that the scientific shoe idea is 
the biggest thing on the boards today 
when it comes to selling quality chil- 
dren’s shoes and rendering a service 
that was badly needed in retail 
stores. 

“My observation is that we are defi- 
nitely in a new era in the children’s 
shoe business, and that is the ortho- 
pedic children’s shoe era with its many 
possibilities for the better grade shoe 
stores. I find in my contacts with 
America’s finest retailers of children’s 
shoes that the children’s shoe game has 
developed into a proposition where the 
mothers go shopping for a very cheap 
pair of children’s shoes or a good pair 
of shoes with a health and corrective 
feature. In other words, it is a $2.95 
sale proposition or a corrective shoe 
that the mother is looking for today.” 

Prior to joining the sales force of 


O’Donnell, Mr. Morris was buyer and 
manager of the corrective departments 
of C. A. Verner Company at Pittsburgh 
for five years. Previous to his Verner 
association he was a top salesman and 
demonstrator traveling for the Scholl 
Manufacturing Company’s New York 
office. 


Manages New York Shoe Club 


New York—The officers of the Shoe 
Club, Ine., of New York announce the 
appointment of Franklin J. Murray as 
executive secretary of the club. 

Mr. Murray, a young and energetic 
man, has had several years experience 
in the retail shoe business. He knows 
advertising and publicity in all its 
phases and more recently has been as- 
sociated with the Fashion Park Asso- 
ciates. 


FRANKLIN J. MURRAY 


A few of Mr. Murray’s plans at 
present are to not only increase the 
membership of the Shoe Club, but also 
to provide more interests and enter- 
tainment which will bring together 
more often and more closely the more 
than 400 members which the club al- 
ready has enrolled. 

The club rooms in the Hotel McAlpin 
have been fixed up considerably under 
Mr. Murray’s supervision and he plans 
shortly to announce bridge tourna- 
ments, luncheon meetings and game 
nights for the enjoyment of the mem- 
bers. 

An employment bureau has _ been 
started and it is hoped that the Shoe 
Club will soon be instrumental in either 
providing employment for members 
looking for new positions, or in filling 
jobs which may be open in member’s 
firms. 

Mr. Murray extends a cordial invita- 
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Afternoon Shoe by Tupper 
Displayed on 
Flex-to-Fit Fairy Last 


EMPHASIZE THE STYLE AND FIT OF SHOES 


Fairy Forms present shoes to best advantage. Every detail 
of smart styling and superb fit becomes apparent to the 


customer at once. 


By attractively displaying shoes just as they will actually 
look on the customer’s foot, Fairy Forms bring window 
shoppers into your store and transform them into buyers. 


Order your Fairy Forms today. 
every type of shoe and come in a variety of popular colors. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 
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United Last Co., Ltd., Montreal, Canada 
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tion to every shoe man from any part 
of the country or from abroad to drop 
into the club rooms at any time. He 
plans to make the Shoe Club the meet- 
ing place of the shoe industry in New 
York and everyone will be welcome 
there. 7 

The club rooms are open daily until 
12 p. m. including Sundays. 


Cincinnati Shoe Club Elects 


CINCINNATI, O. — F. George Mohr, 
leather and shoe specialty salesman, 
was unanimously elected president of 
the Shoe & Leather Club of Cincinnati 
for the ensuing year, at the annual 
meeting at the club’s headquarters, 625 
Walnut Street, Saturday, Feb. 1. 

Other officers elected were Jack S. 
Auer, vice-president; E. E. Furstenau, 
secretary-treasurer, and Lee S. Spring- 
meier, DeForest Bush, and S. S. Fech- 
heimer, as governors. 

Members and friends were enter- 
tained during the afternoon, after 
which refreshments were served. 


Chicago Shoe Travelers Move 


CHICAGO — Announcement has been 
made that the Chicago Shoe Travelers 
Association, which for quite a long 
time has had headquarters and club 
rooms in the Republic Building, is now 


permanently located in new club rooms, 
Parlor 8, in the Morrison Hotel. 

Joe Kalisky, president of the associa- 
tion, expresses the opinion that this 
move will bring the club members in 
closer contact with the out-of-town buy- 
ers visiting the Chicago market. 


Opens New York Showrooms 


NEw YorK—The Best Shoe Company 
of Boston, Mass., opened its New York 
Showroom Friday, Feb. 7, at 157 Duane 
Street. Charles Talcott has been ap- 
pointed by the company as their metro- 
politan representative with headquar- 
ters in the new showroom. 

The Best Shoe Company is one of 
the leading manufacturers and distri- 
butors of women’s novelty footwear. 
The firm will carry in its new show- 
rooms a complete line of in-stock sam- 
ples. 


Shoe Representatives Organize 


DETRoIT—Organization of a Michi- 
gan shoe salesmen’s organization was 
begun at a meeting Feb. 1 at the De- 
troit-Leland Hotel. 

The Michigan organization has been 
inactive for some time, but enthusiasm 
among Michigan wholesalers, manufac- 
turers’ representatives and travelers 
was stirred by the recent successful 
State Retailers’ convention and exhibit, 
and steps are being taken for a perma- 


nent organization. H. A. Becher of the 
Best Shoe Company has been elected 
temporary secretary. 


Shoe Traveler Convalesces 


DetTROIT—“Doc” H. R. Harner, who 
is one of the best-known veteran sales- 
men in the Detroit territory, being the 
representative for the Julian Kokenge 
& Company in Michigan, is convalesc- 
ing favorably from pneumonia, which 
was reported as highly critical at the 
time of the Michigan convention. Mr. 
Harner reported to shoe friends re- 
cently that he was able to be up around 
the house, but will not be back on the 
job for a short time. 


Moves New York Office 


New York—Larry H. Sassh, eastern 
sales representative for the Johansen 
Bros. Shoe Company of St. Louis, has 
moved into larger and more spacious 
quarters in the Marbridge Building. 
Their new offices are in Suite 816-18. 


Bennett With Bond Shoe Co. 


DeETROIT—J. K. Bennett is now rep- 
resenting Bond Shoe Co. in Michigan 
and Indiana and spends Mondays at 
Room 615 in the Griswold Building 
here. 
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MBS. DAY’S IDEAL BABY SHOES 
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Flexible Hard Soles. 2-6 
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BOWLING SHOES 
PRICE 
Women’s Oxfords- 
$2.35 5¢ less 
Combination Sole 
Right Foot 
Rubber Sole 
Rubber Heel 
Left Foot 
Buckskin Sole 
Rubber Heel 


FG. Co. 
Philadelphia 






Men's 
$2.45 
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BROOKS SHOE 
Swanson & Ritner Sts., 
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Trade Literature 


Enna Jettick 1936 Catalog 


AuBURN, N. Y.—Enna Jettick Shoes, 
Inc., have just issued the Spring and 
Summer edition of their in-stock catalog 
4 for 1936. The new catalog is an attrac- 
} tive spiral bound book of 52 pages with 
i the shoe illustrations and descriptions 
attractively printed on coated stock in 
two colors, either green and black or 
red and black. The illustrations of the 
shoes show both a top view and a bot- 
tom view so that every detail is fully 
carried out. 








|. Miller Spring Catalog 


LonG IsLAND City, N. Y.—I. Miller 
and Sons, Inc., have recently issued 
their Spring and Summer catalog of 
in-stock shoes for 1936. The new catalog 
is a beautifully illustrated book of 50 
pages printed on coated stock. Each 
shoe features an entire page and is set 
off by a black background on the light 
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New York—Something new in the way of evening shoes for men has appeared on the 
The new shoe is made of Skinner's Ribb Silk and comes in two shades, 
black, or the popular new shade for evening wear, Midnight Blue. The new shoe is reputed 
to be the lightest and coolest evening shoe yet made. 


market recently. 























orange page. A full description of the 
shoe is printed under each picture, with 
the list of sizes carried. 





Window Display Catalog 


Cuicaco.— The Adler-Jones Com- 
pany, 521 South Wabash Avenue, dis- 
play designers, has issued the Spring 
edition of their window display material 
catalog. Shown in the catalog is a 
complete line of window display ma- 
terial for every season of the yexr. 





Canton Shoe Men Form 
Organization 


CANTON, OHI0—Local shoe retailers 
of Canton, met January 29 and formed 
the Canton Retail Shoe Association. 
Thirty representatives of local shoe 
stores attended the meeting. Phil C. 
Fleischer was elected president of the 
organization and Alger Smith was elect- 
ed vice-president. 

Other officers elected were Abe 
Minster, secretary and George Span- 
agel, treasurer. 

H. H. Bredlow, advertising manager 
of The Repository, spoke on “Coopera- 
tion.” The next meeting of the associa- 
tion will be on March 6. 





Cold Wave Slows Trade 


Detroit — Generally slow business 
reported among Detroit shoe men was 
confirmed this week by Clyde K. Tay- 
lor, president of the Michigan Retail 
Shoe Dealers Association. The pro- 
longed cold weather, with the thermom- 
eter under zero almost daily, has killed 
genera! shopping trade in Detroit. 

Mr. Taylor, nationally known as a 
stylist, predicted an increased trend to 
walking-height heels for Spring wear. 
“Blues and browns will be the prevail- 
ing tones for Spring wear,” he said. 
“Sport type shoes are increasingly 
coming into their own, and we expect 
boucle leathers to be very popular.” 





Mortimer Stern in Miami 


NEWARK, N. J. — Mortimer Stern, 
vice-president and sales manager of 
Seton Leather Co., Newark, is enjoying 
a Florida respite from the arduous 
labors of supervising overtime produc- 
tion and volume sales of Seton patent 
leather. 

His first stop-off was Palm Beach 
where he spent two weeks, golfing with 
a group of friends, and is now in 
Miami, where he will remain until the 
end of the month. 
















Launch Consumer Campaign 


St. Lours—As the March issues of 
Vogue, Harper’s Bazaar, Ladies’ Home 
Journal, Good Housekeeping and True 
Story go into the homes of seven mil- 
lion families, the new consumer adver- 
tising campaign of Brown Shoe Com- 
pany on Air Step Shoes gets into full 
swing. The advertisements in these 
magazines are designed to make every 
woman curious to see and feel the 
shock-absorbing construction features 
of these shoes. Air Step Shoes have set 
an unusual record in_ distribution 
throughout the country in the short 
period of one year and six months 
since they first were introduced. 
























Colonial Sales Up 
65 Per Cent in January 


Boston—Colonial Tanning Company, 
Boston, Mass., exclusive dealers of 
patent leather, report a 65 per cent 
gain in January of this year over Jan- 
uary, 1935. Although Colonial does a 
large export business, this increase is 
all domestic. They produced 1,014,449 
ft. in 1935, 1,666,206% ft. in 1986—a 
gain of 655,757 ft. 

Joseph Kaplan, president of the 
Colonial Tanning Company, stated that 
colored patent leather is responsible for 
this gain, reds being important and 
Sno-White very satisfactory and much 
in demand. 
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Babson Editor to Address 
Boston Club 


Boston—Every four years the question of the effect of 
a presidential election on business recurs. This year. be- 
cause of unusual economic and political factors arising 
from the late depression, coupled with a feeling of uncer- 
tainty among business leaders of what legislation Congress 
may enact before adjournment next May or June. makes 
a consideration of the question “Business in a Presidential 
Year” not only timely, but of exceeding interest. 

This is the subject that members of the Boston Boot and 
Shoe Club will hear discussed by Creighton J. Hill, of 
Babson’s Statistical Organization, and editor of “Babson’s 
Management Bulletin” at its next meeting, Wednesday 
evening. February 19. The meeting will be held in Salle 
Moderne of the Hotel Statler. 

The character of the business topic chosen for discus- 
sion and the selection of a representative of Babson’s 
famous business organization to lead the discussion gives 
warrant for predicting the presence of the entire member- 
ship of the club. 

A reception at 5.30 p. m. will precede the dinner, which 
will be served at 6 p. m. Musical entertainment will be 
offered under the direction of William F. Doyle of The 
Doyle Shoe Co., Brockton. 


Men’s New Store Success 


Rocuester. N. Y.—Nunn-Bush Shoe Store, located at 
22 Clinton Avenue South, is one of the most modern men’s 
shoe stores in Rochester and the manager, W. B. Sizer, has 
had the backing of years of experience in the retail mer- 
chandising field. He was manager of the men’s shoe depart- 
ment in the Union Clothing Company, in Rochester, where 
he built up a large personal following. Mr. Sizer states: 

“Since we opened this store, less than a year ago, we 
have had a steady increase in sales and have made many 
friends among the people of Rochester. Few men know 
what determines quality in a pair of shoes. We try to 
impress on them the importance of fitting and quality. 
Never judge a shoe by the appearance alone, we tell our 
customers. It’s what is built into a shoe that counts.” 


Black Gabardines Strong 


Los ANGELES, Catir.—Black gabardines are just walk- 
ing out of the Gude store at the present time. Gray comes 
next in importance, followed by blue. Gabardines are 
featured in two window trims. In the one for the Rose 
Room shop, in which $4.45 and $6.75 shoes are sold, styles 
are grouped around a “Youthful Styling” display. Broad 
straps, plain pumps, two and four eyelet ties, mostly with 
patent trimmings, are attracting the interest. Hand bags 
to match add to the showing. 

Across the entrance where the first floor shoes are on 
display, a grouping of gabardines featured as “Smartly 
Inspired Styles in Gabardine” priced at $12.75, represent 
a fine collection of distinctive patterns. Calf and patent 
trimmed patterns predominate here, most of which are two 
eyelet ties, together with low broad and medium straps. 
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“NewYork’s Best Located Hotel” 


Fine Food 
Efficient Service 
Large, Comfortable, Outside Rooms 


—all with private bath 
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NEW YORK 


Just a Few Steps from Trains 
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BALLET SLIPPERS—IN STOCK 


FINEST QUALITY, BENCH MADE 


No. 100, Bik. Kid, Soft Toe 
Turns, Rights & Lefts. 
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SCHWARTZ & HERDER, Inc., Mfrs. 
70-72 NO. 4TH ST. PHILA., PA. 








Grossman Employees Organize 


New York—The employees of the 
Julius Grossman Shoe stores have 
formed an association, the purpose of 
which is to promote good will and good 
fellowship, to establish group sickness 
benefits, disability and life insurance 
protection, to establish pension funds 
and to generally look after the welfare 
of the employees of these stores. 

There are three Julius Grossman 
stores at the present time—two in 
Brooklyn and the main store at Fifth 
Avenue and Thirty-sixth Street in New 
York. 

Otto Vath was elected president of 
the association at its first meeting. The 
other officers elected are: Harry Gluck- 
man, vice-president; Marcella Rabbitt, 
Frieda Allen, secretary. The Board of 
Trustees are Murray Schott, Frank 
Kesterman and Nathan Fink. Joseph 
Moran is chairman of the entertain- 
ment committee. 

Samuel G. Staff, president of the 
Julius Grossman retail organization 
made a substantial cash donation to the 
organization for the company. 


Slipper Shop to Move 


MONTGOMERY, ALA.—Bullock’s Slip- 
per Shop is to move to a new home in 
the near future, the location of which 
has not been announced. 

The residue of the shoe stock of the 
present store has been sold to P. N. 
Coby of Macon, Ga., who is closing it 
out. The sale did not include fixtures. 
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S. A. Brueggeman Heads 
York Retailers 


York, Pa.—Samuel A. Brueggeman, 
dean of all shoe men in this city, was 
honored by the York Shoe Retailers’ 
Association, for his long and faithful 
service in the association and the indus- 
try in general with the election to the 
presidency of the organization at the 
monthly meeting held Feb. 3, in the 
Edward Reineberg shoe store, 19 South 
George Street. Other officers elected 


SAMUEL A. BRUEGGEMAN 


at the meeting were Willis E. Gilbert, 
vice-president; Charles R. Martin, sec- 
retary, and Michael Britcher, treasurer. 


Dr. Harry Beltz, local chiropodist, 
was a guest at the meeting and gave 
an interesting talk on “The Anatomy 
of the Foot.” Dr. Beltz in the course 
of his address touched on the mechanics 
of the feet and the part they play in 
good health and comfort. He also told 
of the care which must be exercised 
on the part of the shoe merchant in 
fitting footwear, and pointed out that 
many ailments find their source in 
crippled feet. He paid a glowing 
tribute to the shoe merchants in York 
for the care they take in fitting their 
customers. Following the address the 
members of the association took part 
in an open forum during which many 
questions were asked of their guest 
speaker. 

The newly elected officers will be in- 
stalled at a banquet meeting to be held 
on Monday evening, Mar. 2. The presi- 
dent and secretary of the Middle At- 
lantic Shoe Retailers Association, with 
which the local association is affiliated 
will be on hand at that time to install 
the new officers. George Smith, retir- 
ing president was in charge of the meet- 
ing and was presented a gift in appre- 
ciation of the services he rendered 
during his year in the executive’s chair. 


Plans were made by a goodly num- 
ber of members of the local association 
to attend the business show and conven- 
tion of the Middle Atlantic Shoe Re- 
tailers Association. 


Plan Organization of 
Buffalo Shoe Trade 


BuFFALO, N. Y.—A big drive soon 
will be undertaken by H. J. Deters, 
business manager of the Buffalo Shoe 
Retailers Association, to organize the 
shoe industry in Buffalo on a more ex- 
tensive scale than ever before. Every- 
body connected with the industry from 
shoe store proprietors and salesmen 
down to shoe factories, tanneries and 
the various sub-divisions in between, 
will be invited to join as divisions. 

Among other things, the association 
is completing arrangements to handle 
safety shoes for the various industries 
which require this type of footwear for 
their workers, at a profit of 25 per cent, 
billed once a month through the retail 
store. An effort also will be made to 
have an ordinance passed by the com- 
mon council requiring a license fee of 
$100 per annum for those irregular out- 
lets, such as mail-order houses, which 
sell shoes to garages and such industries, 
all of which it is believed should be 
handled by the regular retailer who 
maintains a place of business and con- 
tributes to the upkeep and maintenance 
of city activities through paying taxes. 





Charles A. Proctor 


Boston, Mass.—Charles A. Proctor, 
who retired in 1925 as a member of the 
well-known leather firm of Proctor 
Ellison Company, died recently at his 
home, 297 Commonwealth avenue, this 
city. He was the son of Henry H. 
Proctor, a member of the same firm 
for about forty years. Mr. Proctor was 
a graduate of the Massachusetts Insti- 
tute of Technology and of the Harvard 
Law School. 

He is survived by his widow, Mrs. 
Grace H. Proctor; two daughters, Mrs. 
Richard H. Thompson and Miss Frances 
Proctor; and by one son, Henry H. 
Proctor, 2nd. Funeral services were 
held at the Commonwealth avenue 
home on Monday, Feb. 10. 





Plans New Store Location 


Detroit, MicH.—Gordon’s Ground 
Gripper Shoe Company, well-known 
downtown shoe store now at 1254 Gris- 
wold Street, is moving to a new loca- 
tion in the next block. W. M. Parker, 
proprietor of the company, who is 
incidentally a well known yachtsman 
and sportsman on the side, is adding 
the Physical Culture Shoe line to his 
store, coincident with the moving, ac- 
cording to W. R. Lee, store manager. 
The move will be made about March 1. 
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In the heart of 
Philadelphia... 
socially, com- 
mercially and 
geographically. 


Rates begin at 
$3.50 





New York: 11 W. 42nd St. 
Longacre 5-4500 
Pittsburgh: Standard Life Bldg. 
Court 1488 


BELLEVUE STRATFORD 


CLAUDE H. BENNETT, General Manager 
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E STEVE 
CHICAGO 


Like European hotels of great 
repute, The Stevens is just 
outside the noisy central 
business district—yet but 
a few steps to wherever 
one wants to go in Chicago. 
Rooms with bath from $2.50. 


DINE SMART—THE CONTINENTAL ROOM 
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World's Largest Hotel 














Quality Sales Increase 


PITTSBURGH, Pa.—The shoe retail 
business in this territory in 1935 has 
enjoyed an increase of 10 per cent over 
1934 sales and the demand for better 
grades has been the highest in years, 
a general check-up among leading re- 
tailers here reveals. 

Russell Carl, head buyer of the men’s 
shoe department in Kaufmann’s, stated 
that while definite sales figures for 
1985 are as yet unavailable, an in- 
crease of over 10 per cent over 1934 
sales is certain. “We are selling a 
good many shoes to office workers,” Mr. 
Carl stated, “and we have noted the 
trend toward better grades. Employees 
seem to be earning more and as a re- 
sult are asking for higher-priced shoes. 
19385 has seen a surprisingly large 
number of $15 and $25 shoe sales.” 

J. W. Rosenberg, head of the men’s 
and women’s shoe departments at 
Rosenbaum’s, revealed to Boot AND 
SHOE RECORDER that the store recently 
discontinued a low-priced line in favor 
of a higher-priced grade due to the 
large demand for the latter. “I can 
safely say that we have increased our 
shoe business some 10 per cent in 1935 
and we look forward to a busy 1936,” 
Mr. Rosenberg stated. 

Of a similar nature is the statement 
made by J. L. Grossman, head buyer 
of the men’s shoe department in Gim- 


bel’s. “Men, generally demanded high- 
er grades, and now that times are 
somewhat better they are beginning to 
buy them,” Mr. Grossman revealed. He 
added that Gimbel’s slipper business in 
December of last year had been un- 
usually heavy. 

Joseph Bardin, assistant buyer of 
men’s and women’s shoes at Frank and 
Seder’s, sees an improvement in the 
shoe business in the immediate future. 
William Wise, head buyer, has been in 
Boston this week attending the shoe 
show. 


Fyfe's Feature Boucle Leather 


Detroit—A big season for boucle 
leather is predicted by William H. 
Adams of R. H. Fyfe & Company. 
The Spring season started recently at 
Fyfe’s, unusually early for this large 
store, and boucle is the feature of pro- 
motions, with emphasis in all floors 
upon this material. The pre-inventory 
sale ended last week, with the store 
windows being turned over bodily to 
promotion of boucle leathers. 

“Colors are the feature of the sea- 
son,” Mr. Adams said, “especially in 
these service calf leathers. There are 
so many trends this season that no 
generalization of styles is as true as it 
usually can be. Variety may be the 
keynote of the season.” 


Cocktail Shoe for Men 


BROCKTON, Mass.—A new cocktail 
shoe for leisure and sport wear was an- 
nounced this week by Millard Peabody, 
vice-president of the E. E. Taylor Cor- 
poration of Brockton, who predicts for 
this shoe an extensive demand and ac- 
ceptance. 

The new cocktail shoe, as it is called, 
which the Taylor Corporation has been 
authorized to make under its welt line, 
was created by Stanley Drake, well- 
known Abington shoe executive, who 
has authorized the Taylor Company to 
include it in the firm’s line of attractive 
men’s welts. 

The pattern consists of a single strap 
in monk fashion across the instep, with 
adjustable buckle, and the goring on 
the inside assures a snug fit. In a com- 
bination of varicolored leathers this 
shoe is decidedly attractive. In addi- 
tion to the use of colored Bucko in 
various combinations, the new cocktail 
shoe is made up in all-over black 
patent, black mat kid, and black patent 
with high colors carrying out the strap 
effect. 


Busy on Sandals 


RICHMOND, Mg.—Wright Shoemak- 
ers, Inc., are running the factory to 
capacity, getting out sandals. A. L. 
Postman is general superintendent. 








i i a hl eee 


Riding Boots 









LARGEST 
BOOT STOCK 


in America 
Domestic and imported 
For Immediate Delivery 





Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 

R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 

524 Santa Fe Bldg. 
Dallas, Texas 
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LARGEST FLOOR STOCK 


Kinkendlel! 


BOOT CO. 

Omeha, Nebraska 
Exclusive Manufacturers 

Catalog on Request 
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Obituary _ 
George O. Jones 


PoRTLAND, MAINE—George O. Jones, 
61, died January 29 at the Massachu- 
setts General Hospital, where he had 
been a patient but a few days. 

Since his retirement twelve years 
ago, Mr. Jones had been in failing 
health. As a retailer in and about 
Boston, he was well-known in the trade. 
At the time of his retirement he was 
connected with Rice & Hutchins of 
Boston. He was treasurer of the 



































FARIBAULT, MINN.—Acrobat Shoes, 
Inc., has an _ interesting miniature 
model of its factory made by a local 
fireman of Faribault. The model, com- 
plete in every detail, was built to scale 
from a picture of the factory and is 
made entirely of leather. 

The main building containing the 
office measures 11 inches high, 18% 
inches long and 9 inches wide. At the 
side of the main building are two ten- 
nis courts and along the back is the 
long factory which measures 22 inches 
in length, 7 inches high and 7% inches 
wide. The entire model weighs close 
to 50 pounds. 

The outside walls of the buildings 
are marked to resemble bricks and are 
made from scraps of sole leather, the 
whole lacquered over to give a smooth 
appearance. Each window is in its prop- 
er place and such minute details as the 
window sills are made to resemble con- 
crete, being made of gray elk. 

The sign “Acrobat Shoes, Inc.” 
across the top of the building is made 
of black kid with letters of white kid. 
The roof coping is made of rough gray 
elk and the roof is made of black kid. 

The interiors of the buildings are par- 
titioned off exactly as in the originals 
and with the exception of the office 
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furniture, it is complete in every detail. 
The floors are covered with embossed 
calf to resemble linoleum and the walls 
are covered with white kid. In the 
front windows a miniature table holds 
several miniature shoes exactly as do 
the original windows. Each floor has 
electric lights which are lighted at 
night. The smoke stack is constructed 
of hundreds of pieces of leather 
through which a hole was left to per- 
mit the passage of smoke from a small 
incense device which, when lighted, 
pours forth a column of smoke. 

At the side of the main building are 
the two miniature tennis courts com- 
plete in every detail. The courts are 
made of gray bucko with a strip of 
green bucko to resemble the grass edg- 
ings. The markings of the courts are 
tiny strips of white kid and a small 
net across each court completes the 
effect. 

Between the courts and the main 
building runs a gravel drive made of 
brown bucko on which is parked a 
small truck loaded with shoes. 

The model, used in a shoe display 
in the front windows of the main 
building, attracted much attention from 
the people of Faribault. 





Massachusetts Retailers Association 
for many years. 

Besides his widow, the former Edith 
Robertson, he is survived by a daugh- 
ter, Mrs. Thelma A. Johnson of Fal- 
mouth Foreside, a sister, Mrs. Florence 
Dobson of Salem, Mass., and two 
brothers, Elmer W. Jones of Cape 
Elizabeth and R. Alfred Jones of New 


York City. 


Charles Kahn 


WILLIAMSPORT, PA.—Charles Kahn, 
prominent shoe merchant of Williams- 
port and a director of the Middle At- 
lantic Shoe Retailer’s Association, died 
Tuesday, Jan. 21, following an illness of 
several weeks. 

Mr. Kahn, with his uncle as a partner, 
formed the shoe business of Fred Kim- 


merer and Company. Following his 
uncle’s death, Mr. Kahn conducted the 
business himself. His son-in-law, Don- 
ald F. Sears, became affiliated with Mr. 
Kahn in 1923 and will conduct the busi- 
ness under the same name and policy as 
before. 

Mr. Kahn is survived by one daugh- 
ter and two brothers. 


John A. Becker 


Err, Paw—John A. Becker, 64, local 
shoe merchant, died at St. Vincent’s 
Hospital on January 23. He has been 
in the shoe business all his life, in- 
heriting the local store from his father. 
Mr. Becker is survived by his wife, two 
sisters and three nephews. Funeral 
services were held January 27. 
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AN OUTSTANDING ACCOMPLISHMENT , 


This important new development in shank con- 
struction has been thoroughly tested and is en- 


dorsed by leading manufacturers and retailers 


A special circular on UNISHANK will be mailed on request 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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BUY as you SELL 


And Avoid Frozen Capital in End Sizes 


The Recorder Stock and Daily Sales Record Helps 
You Do Just That! 


Insures Accuracy of Buying Judgment 



















ae “If a $5 Gold Piece Falls Thru 
a Crack in the Floor”—is the 
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One hour a day keeps your records com- 
plete— 

Every sale and purchase recorded — 
Visible daily turnover and sales report— 
with monthly inventory of each stock 
number— 

Shoes on hand, on order, due, returns, 
transfers in or out from branch stores— 


FOR GROUP OWNED STORES 


—the Stock Record System used in con- 
junction with the MASTER STOCK 
SHEET and the central office CONTROL 
FORM, also a COMPARISON FORM for 
sales of total pairs by seasons and years, 
gives the merchant-owner complete stock 
control with style and sale trend. 
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Complete Working Outfit....... 


(West of Denver........ $ 









Consists of: 
Black Cloth binder—11}4” x 1334”...... $2.00 




















OR: DeLuxe Imitation Leather.......... 2.00 

100 Daily Sales and Stock Sheets, (Form 

# 100) and 1 Comparison Form........ 2.50 

2 Inventory Pads (100 sheets).......... 0.50 
@8@neaccng 2 Buying Order Pads (50 sheets)........ 0.50 

(or 4 of each, as preferred) 

1000 Carton Tickets and Clips.......... 2.25 

Above, not including Carton Tickets.... 5.00 

(West of Denver........ $5.50) 






Postage Prepaid—Check with order, please, unless 
C.O.D. Shipment is preferred. 


Orders filled for any forms preferred. 













(New Revised Fifth Edition) a 
Your choice of DeLuxe flexible imitation leather binder shown above, Shoe Carton Tickets and Clips: 






or—Black cloth binder below. 100 $0.50 
Special Quantity Diane  t—ti—‘(‘“(C;*;*é*CSC*C*CC RR Gt De eR emcee oven crore sor vcrenvene B 
400—Daily Sales and Stock Sheets (Form No. 100)...........0008 $9,00 DOO nc weavaccesecicetoveccececscdcesene 1.25 
















PROFIT CHARTS—25c. each ; on accurate method of figuring Peer e rere reese eeeeseseeeseeseseses 
selling prices. __—_—sarsrsrwaizai‘aéaéaecsttC QUA CpG RVINOUBRTIG) cccccccccccccccrccce 
WRITE FOR OUR FREE BOOKLET ON STOCK-TURN. 


MERCHANTS SERVICE DEPARTMENT 


Boot and Shoe Recorder 


209 So. STATE STREET CHICAGO, ILLINOIS 
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Buying to Fill Empty Spots 


[CONTINUED FROM PAGE 42] 


wants. Too many merchants anticipate 
a season too quickly, as exampled right 
now in the showing of Spring mer- 
chandise when the public still has buy- 
ing capacity for Winter goods. Modern- 
ize your store and your methods if you 
hope to make a profit in this very 
modern merchandising world.” 

Lee E. Langston, newly elected secre- 
tary-manager of the National Shoe 
Retailers Association made his maiden 
speech as an official of the National, 
for he started his work at headquarters 
in New York but a week ago. His few 
remarks were received with much 
enthusiasm. 

Tuesday’s session, a style spot in the 
convention brought three nationally 
known stylists to the forum of fashion, 
as lead by— 

A. H. Bougutz of Bonwit Teller, 
Philadelphia, who was the chairman of 
the day, first ‘introduced Miss Ruth 
Kerr, style analyst of the Calf Tanners 
Association. 

Miss Kerr sketched the usual prog- 
ress of style trends, particularly when 
changes are pronounced. They begin 
she said, with very radical departures, 
and as the trend becomes more firmly 
established, taper down into a more 
moderate presentation, and she used as 
an example the course of developments 
in lower heels and later in the now 
generally accepted square toes. 

She brought out the fact that most 
style developments are created by some 
event of general interest, or some topic 
that leads the public mind into certain 
channels being reflected in apparel. 
For example, the Renaissance is the 
stimulating influence for the great 
amount of high color to be found in 
both shoes and apparel foretold for the 
Spring. She accented the necessity for 
shoe men to become acquainted with 
the “reasons back of reasons for shoe 
fashions” in order that they may cor- 
rectly advise their customers as to what 
is good, instead of that which is merely 
attractive and to speak authoritatively 
upon the proper accessories for a cos- 
tume, of which shoes are perhaps the 
most important, but in which are in- 
cluded the hand bag and hosiery as 
well. She gave a brief talk on colors 
for the Spring and predicted, if not 
for this season, at least for next, some 
revolutionary changes in lasts, both for 
men’s and women’s style shoes, changes 
making for better fitting than present 
forms, else all shoes business in the 
course of time would go orthopedic. 

Miss Hilda Rau, Style Service Direc- 
tor for Robert H. Foerderer, Inc., 
whose general subject was a forecast 
of the shoe business in the Spring of 
1936, comprehended a general review 
of the shoe field as it stands at present. 
Among other things, she drew atten- 
tion to the importance of a well bal- 
anced stock. At present, she felt that 
the stores were too heavily stocked 
with too heavy shoes, that there were 
no light, airy patterns. She pointed 


out that the general style picture in 
women’s wear, pointed to a more 
feminine presentation and called for 
shoes that are dainty and colorful. Of 
course, this is not meant to mean that 
all shoes should be of this character, 
that on the contrary, there will be a 
diversity of styles and there should be 
a diversity of stocks to fit into the 
Spring picture. She quarreled with the 
idea of the extra pair of shoes that 
every shoe man wants to sell. She 
maintained that the idea of an extra 
purchase, in these days of the psychol- 
ogy of economy, is all wrong, what she 
felt the man at the fitting stool should 
advocate is, “the necessary second pair, 
and a reason for its purchase based 
on fashion use.” 

Miss Jessie Daves of the staff of 
Vogue Magazine, was the concluding 
speaker in the discussion of style 
aspects, and her opening topic was the 
possibility of meeting competition on 
a basis other than price. She gave 
examples from other lines of merchan- 
dise where high-priced products out- 
sold copies and duplicates of the same 
articles offered in a lower price field, 
but she explained that this was only 
possible because of intelligent promo- 
tion, a knowledge on the part of the 
seller of the excellence, correctness and 
real value of the merchandise, and 
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through these things the possibility of 
selling with a real mark-up that per- 
mits a profit, rather than meeting 
price-for-price the competition of the 
store that makes no effort for business 
other than that of now cost. She de- 
fined the ideal shoe wardrobe, which 
she placed as seven pairs of shoes, 
each for a specific purpose, and sug- 
gested that the shoe merchant and his 
selling staff advise themselves of these 


. various types, and where possible, help 


their customer toward the accumula- 
tion of such a wardrobe, not, of course, 
all at once, or perhaps in full detail, 
but spread over a period and possibly 
reduced, according to circumstance to 
five or even four pairs, but each within 
its useful field of fashion. 

Arthur D. Anderson, editor of the 
Boot AND SHOE RECORDER, was the con- 
cluding speaker of the Tuesday session. 
Mr. Anderson spoke in general terms 
of the value of curiosity. He said, for 
example, in the sample rooms on the 
upper floors were shoes shown that 
would mean dollars and cents in the 
cash drawers for those of his listeners 
who had the curiosity to inspect and 
analyze their possibilities. 

Wednesday’s meeting was lead by 
a forum discussion on “Building Retail 
Salespeople,” by Maxwell I. Schultz, 
general sales manager, Willmark Ser- 
vice System, Inc., of New York. The 
“customer-contact” feature of his ad- 
dress was enthusiastically applauded. 
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shoe store seating-- 
insures good business 


HOW 


Send for your copy of Howell’s new Chrom- 
steel furniture catalog featuring modern 
shoe store equipment. Ask for samples of 
DuPont’s Fabrikoid upholstering materials 
in full range of 27 colors, You'll receive a 
formula for improving your shoe business. 
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Classified andl Want Ad 





SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 














ANTED: Salesman for Western Pennsyl- 

vania, Line Infants’ Prewelts and Men's 
Beach Sandals, commission basis. The Kepner- 
Scott Shoe Co., Orwigsburg, Penna. 





HE fastest growing nationally advertised 

shoe whitener—CARBONA. Its slogan 
“WILL NOT RUB OFF” is a fact. not merely 
a claim. Sell it as sideline. Write fully, 
Carbona, 304 West 26th Street, New York, 
mS 


E are in need of additional salesmen to carry 

our complete lines of shoe ornaments and 
spats on a straight commission basis. Manolis 
Manufacturing Company, 4248 No. Crawford 
Avenue, Chicago, Illinois. 


ALESMEN wanted by. factory making pre- 

welts, stitchdowns, and growing girls’ sport 
McKay welts. Commission basis. Side line 
salesmen not wanted. Give references and full 
details in replying. Address E-619, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
worn, N.Y. 





ALESMAN Wanted to sell a fast styled, fast 

selling line of Ladies’ In-Stock Novelty Foot- 
wear in North Carolina, South Carolina and 
Virginia. Applicants must have road selling 
experience. If you are interested in making 
money write Shu-Stiles, Inc., 1214 Washington 
Avenue, St. Louis, Missouri. 








ALESMEN WANTED: To carry a side line 
children’s Pre-Welts and Stitchdowns. Com- 
mission basis. Address E-620, care Boot & Shoe 
rari 239 West 39th Street, New York, 





EPRESENTATIVES Wanted—Long estab- 

lished line of Men’s Spats, Boot, Sox, Boys’ 
Summer Play Shorts. Easily and quickly pre- 
sented. Retail, Department Store, and Whole- 
sale price range. Liberal Commissions. Furnish 
references in first letter. Address E-621, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





ANTED—An active reliable salesman with 

established following in department stores 
and with small investment for Shoe Mfg. 
Concern of medium price women shoes and 
sandals. Give experience & references Address 
E-622, care Boot & Shoe Recorder, 56th & Chest- 
nut Sts., Philadelphia, Pa. 





ATIONALLY known manufacturer, build- 

ing sales organization to market outstanding 
new shoe dressing. Full time or side line. 
Commission. Many territories still open. 5134 
Lancaster Ave., Philadelphia, Pa. 





ALESMAN wanted to cover Western Pennsy]- 
vania, part of Virginia, North and South 
Carolina, for fastest $5 and $6 retail line out 
of St. Louis. Address E-628, care Boot & Shoe 
i ae 239 West 39th Street, New York, 





PECIALTY line, In-Stock, of Men’s. Wo- 

men’s, Misses’, Boys’ and Children’s shoes, 
to retail at popular prices, on good commis- 
sion basis, for live Salesmen. Address E-629, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 














ANTED-—Shoe Salesman now traveling ter- 

ritory to sell new comfort Arch Support 
Cushions as a side line (pocket samples). Pro- 
tected territory. Write Orthopedic, 86 Ellicott 
St., Buffalo, N. Y. 





SALESMAN- -Experienced with established 
following for the state of Ohio to carry our 
Brockton made men’s welts, and complete lines 
of women’s novelty, sport type McKays and 
welts. In applying give references, age and 
previous experience. Diamond Shoe Company, 
139 Duane Street, New York, N. Y. 


“LINE WANTED | 


EPRESENTATIVE in St. Louis Zone. I 

can Give Your Line the St. Louis Repre- 
sentation It Needs. You can use my services 
if you want a young man to represent your line 
in St. Louis. With 12 years of management 
experience in the retail shoe business—what 
retailer or manufacturer would not be willing 
to listen to my sales story. Recently resigned 
as sales and advertising manager and assistant 
buyer in nationally known retail store. Con- 
tacts with manufacturers—many. Knowledge 
of retail store operations—complete. Ability as 
sales representative—unquestioned. To these 
qualifications add a generous experience asso- 
ciated with manufacturers and wholesalers. 1 
will consider a limited number of specialty lines 
for permanent representation in St. Louis and 
surrounding territory. Your line properly and 
permanently promoted in this great market is an 
opportunity rarely offered. Take advantage of 
it. Address E-631, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





XCELLENT salesman, with over 14 years’ 

experience in selling, buying and as retail 
store manager wishes to represent live manufac- 
turer with a good line of shoes for States of 
Virginia, North Carolina, South Carolina, Dis- 
trict of Columbia or any neighboring territories. 
Will work out of Norfolk, Va. Best of refer- 
ences available and can assure good business 
for the right manufacturer. Address E-630, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





A™M interested in short snappy line for Okla- 
homa, straight commission. Address E-625, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





HOE Salesman. 19 years one concern, desires 

side line men’s and hoys’ dress shoes for 
New Jersey. 741 West Side Avenue, Jersey 
City, N. J 





OUISIANA, established general line repre- 
sentative, capable of proving sustained vol- 
ume throughout six years present employment. 
Bonafide opportunity for truly outstanding man- 
ufacturers line, strongly appealing to volume 
buyers, to secure representation worthy the 
product. No sidelines. Address E-632, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








ANUFACTURERS Attention! Prominent 

young shoe man with following would like 
to make connections with reliable firms who are 
interested in carrying an instock dept. in Cleve- 
land. Will operate permanent show room and 
contact the trade in Ohio & Michigan. Refer- 
ences furnished. Address E-603, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, 7. 





Management, buying or merchan- 
dising position wanted by rigor- 
ous, aggressive shoe merchandiser 
with record of developing group 
of three shoe stores in midwestern 
city to volume of over $1,000,000.00 
in men’s, women’s and children’s 
fine, medium and less expensive 
footwear; then two departments 
to over $200,000.00 in women’s 
fine shoes —all profitable opera- 
tions. Record clean. References 
first class. Prefer percentage 
proposition. 
Address E-609, Care 


BOOT & SHOE RECORDER 
209 South State St., Chicago, II]. 











YOUNG man, 32, desires connection with better 
grade store in or near Philadelphia. Seven 
teen years’ experience with present firm featur- 
ing popular priced shoes also Florsheim and 
Wilbur Coon. Present owner retiring. Grad 
uate American School of Practipedics, has knowl- 
edge of the feet, and the fitting of corrective 
footwear. Large following in Philadelphia. 
Address E-627, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





MA» with number of years of shoe experience 
in retail and special fitting orthopedic work, 
would like to make connection with family shox 
store or shoe department. Will invest $2,000.00 
to $2,500.00. Can furnish finest references. 
Address E-626, care Boot & Shoe Recorder. 
239 West 39th Street, New York, N. Y. 





ANAGER & BUYER—for shoe Departmen: 

or chain stores. Married man age 38 with 
20 years’ experience in shoe line. Ten years 
operating my own store, have wide experience 
as executive, business getter and system man 
aging. Understand all phases of stock control. 
window display. sales promotion and _ general 
set up for formation of store to expedite lost 
motion in selling. Prefer Middle West. or 
west and south but will consider others if o) 
portunities are good. Address E-623, care Boot 
& Shoe Recorder, 239 West 39th Street. New 
York, N.Y. 





WANTED TO PURCHASE 





STORE adaptable orthopedic shoes or good lo 
cation with fixtures in New York or New 
England. State full details. EF. Golick, 1512 
Charlotte Street, Bronx, N. Y. 





address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
{= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “29 


In all other cases each word of the 


Minimum charge, $1.25. 
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FOR SALE 


BUSINESS OPPORTUNITY 





OL established, high-grade shoe store for 
sale in the heart of Pittsburgh, Penna., re- 
tail district. Owner retiring. Only those seek- 
ing a permanent business need apply. Write— 
W. M. Laird Company, 622 Liberty Avenue, 
Pittsburgh, Pa. 





M2DERN women’s shoe store chain organ- 
ization has for sale 100 excellent chairs 
slightly used. Address E-618, care Boot & 
Shoe Recorder, 1627 Locust Street, St. Louis, 
Mo. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











BUSINESS OPPORTUNITY 


[MPORTANT English House doing business 
with English Shoe Manufacturers, desires 
regular supply latest American designs and ad- 
vance models of new lasts, heels, etc. Ad- 
dress E-624, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








PREPARE FOR FOOT HEALTH WEEK 
MAKE BIG MONEY—‘Nature’s Foundation’ Foot 
Health Service. Learn by mail to make ‘Nature's 
Foundation’ Foot Appliances. Positive in their 
action. Individual. Cost of training, $25.00. Until 
further notice % price $12.50. Easy terms. New 
easy method of taking impressions of the stockinged 
foot and making plaster casts. Impression compound 
free to students or sold separately at $5.00 per set 
of molds. 

ied} x ig FOOT APPLIANCE CO. 
- Broadway, Plymouth, Ohio 

















Permanent Shoe Exhibit 


Boston, Mass.—Walter Edelstein, 
well known in the New England shoe 
industry, is planning a permanent ex- 
hibit of shoes, leather and products of 
the allied industries which will be 
housed in the building at 99 Bedford 
Street, corner of Lincoln. Designed 
primarily for those manufacturers 
without Boston sales offices, the quar- 
ters selected are being fitted up to in- 
clude not only an exhibit of New En- 
gland products but sample rooms, as 
well, where conferences may be held 
with buyers. Other features will be a 
reception room and a complete informa- 
tion bureau. 


Surpass Plant Successfully 
Reorganized 


GLOVERSVILLE, N. Y.—George W. 
Reynolds, assistant superintendent of 
the Surpass Leather Company’s plant 
in Philadelphia, who has been tempo- 
rarily located in Gloversville for the 
past four months, expects to return to 
his regular duties in Philadelphia in 
the early Summer. 

Mr. Reynolds has undertaken a com- 
plete reorganization of the company’s 
Gloversville tannery and has achieved 
substantial success in a very short time. 
It is expected that Mr. Reynolds will 
complete this reorganization in the near 
future and upon his return to Philadel- 
phia Theodore T. Kausel will become 
superintendent of the Gloversville tan- 
nery. 

Mr. Kausel, formerly of the Hamil- 
ton-Kausel Company, recently became 
associated with Surpass and will spend 
some time in Philadelphia before tak- 
ing over the Gloversville tannery. Mr. 
Kausel will have as chemist in Glovers- 








WANTED TO PURCHASE 











WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality. Bos- 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor Church 

Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 


Men’s, Women’s—Factory or Retail 


Wanted: Red Cross, Florsheim, Arch Preserver, 
Enna Jettick, etc., Nunn-Bush, Bos- 
tonian, Walk-Over, etc 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephones WORTH .2-5180, 5181 








Buyers of Surplus Stocks 
We will buy surplus or entire made @ shoes 
from manufacturers, jobbers or retailers 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 

















ville Dr. Reuben G. Henrich, formerly 
associated with John Arthur Wilson 
and the A. F. Gallun and Sons Corpora- 
tion. 


Shu-Milk Opens Large 
Advertising Campaign 


New YorkK—Walter Janvier, Inc., 
121 Varick Street, exclusive distributor 
for Shu-Milk, white shoe cleaner, has 
announced its 1936 advertising and pro- 
motion plans for this product. 


Shu-Milk consumer advertising will 
appear in over 100 leading newspapers 
in important cities throughout the 
country, and in the American Weekly 
and Christian Science Monitor as well 
as a representative group of powerful 
national monthly magazines. The com- 
bined circulation of these media is more 
than 32,000,000. Longer schedules and 
more frequent insertions than in pre- 
viously years are planned. Shu-Milk 
comes packed in attractive counter dis- 
play cartons and, in addition, new and 
striking window display material is 
available to dealers. 

Walter Janvier, Inc., also announces 
that Shu-Milk is sold in accordance 
with the Fair Trade Laws of several 
states, and as fast as legal technicali- 
ties are clarified will operate according- 
ly in all states adopting Fair Trade 
Laws. 
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MERCHANTS’ NEEDS 


DISPLAY ® 


Again SEGALL & SONS Toke 
the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphia 








Get your copy of ‘Dancing 
Dollars.”’ An interesting and 


FREE Informative A, L» # = 


a very quills — highly pie 
trade. Write SELVA & oqns. Inc., Dept. 
“B,"" 1607 Broadway, N 


Health Shoe for Normal Feet 


Sr. Lours—-The United Shoe Manu- 
facturing Company, Branch of Brown 
Shoe Company, recently introduced a 
new name in men’s shoes, Step-Elator. 
It embodies three insole features, a 
cushion pad at the heel, a metatarsal 
pillow and a longitudinal cushion pad. 
These cushions are made of a patented 
resilient material and placed in such a 
way as to give added comfort. 


Step-Elator features are not designed 
to correct broken-down feet or to cor- 
rect chronic troubles. In fact, the 
originators frankly state that it is 
primarily a “Correct” shoe — for the 
normal foot. Its purpose is to absorb 
shock, stimulate circulation and _ pro- 
vide soothing support for normal active 
he-man feet. 


Heads New Shoe Company 


BrRocKTON, Mass. — Louis Berlin, 
manager of the shoe department of the 
Fraser Dry Goods Co., is president of 
a new shoe manufacturing business to 
be located here and to be known as The 
Berco Shoe, Inc. Albert Grossman, 
also of this city, is associated with Mr. 
Berlin. 

The firm has engaged space in the 
C. A. Eaton Shoe Co. factory on Centre 
Street, and machinery and equipment 
is now being installed. Joseph E. Nolan 
will be superintendent. An output of 
1000 pairs daily at the start is planned. 
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Disillusionment 

The hour of disillusionment is sure tw 
come some day, 

When we shall find that all our golden 
gods have feet of clay; 

But even in the shadow of that moment 
don’t forget 

That all that ever was of gold in them 
is golden yet. 

We who have seen our visions of a 
world of perfectness 

Must soon or late discover there is 
wrong and littleness 

About us, but remember that, whatever 
hopes may fall, 

There is a lot of goodness in most 
people after all. 

Of course it’s hard to look upon the 
crumbling of our dreams, 

And see but dusty highway where we 
thought were crystal streams; 

But don’t forget, in spite of all the 
failure and the guile, 

The world is good to live in and the 
struggle is worth while. 

Clarence Edwin Flynn 


Attention Rhymesters 


DANVILLE, ILL.—The Musebeck Shoe 
Company is running a monthly contest 
with prizes totaling $100 each month, 
for rhymes pertaining to their lines of 
Health Spot shoes. The rules are as 
follows: 

1. Anyone may enter the contest. 

2. Nothing to buy in order to enter 
the contest. 

8. Just write a Health Spot Shoe 
Rhyme, containing between 60 and 70 
words and mail to the Musebeck Shoe 
Company, Danville, Ill. 

4. Rhymes may be either serious or 
funny, but they must tell in some way 
why Health Spot shoes bring comfort 
and relief. 

5. Rhymes must contain the words 
“Health Spot Shoes” at least once. 

6. No entries can be returned. 

7. The decision of the judges is final. 

8. Cash winners must release their 
winning rhymes for use in Health Spot 
advertising. 

9. Contest closes on the last day of 
each month. Entries will be classified 
according to the month received. 





Wolverine Employees to 
Receive Bonus 


Detroit, Mico.—G. A. Krause, pres- 
ident of the Wolverine Shoe and Tan- 
ning Company, Rockford, Michigan, 
has announced a large bonus distribu- 
tion to its employees as forthcoming. 
During 1934 this company passed out 
$98,137 in bonuses. The 1935 bonus is 
expected to be of a much larger amount. 
Five hundred and forty-eight workers 
shared in the 1934 distribution. Six 
hundred and thirty-five workers with 
one or more years of employment are 
to share in the 1935 bonus. 
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Two New Arrivals in the VITALITY. Line 


“AMBASSADOR 


ITAPOISE Shoes for men will fill that need for footwear 
Vine is instantly comfortable, correct in fit and good to look 
at. Manufactured from quality materials they will match a high 
standard from this standpoint and as well in every detail of 
workmanship. 
Two new lasts are represented in this line: A custom and a 
broad toe; each designed to provide abundant toe room, ample 
tread at the ball, snug fitting at the arch, and tight gripping back 
parts. There is a slight inside heel elevation for correct foot 
Kid Boot (with Kangaroo alignment and one piece quarter linings. The shanks are semi- 


tips). Over the Vitapoise No. 2 flexible. 
(custom) last there is a Black Here are truly fine shoes that have a high degree of acceptability. 


and Brown Calf Bal oxford. Your customers will like the way they fit and feel and the quality 


Available from stock AAA to that they represent. 


E, sizes 6 to 14. Priced to retail VITALITY SHOE COMPANY « ST. LOUIS, MISSOURI 
profitably at $6.75. Branch of International Shoe Company 


Vi ITY 


MEN'S WOMEN’S CHILDREN’S BOYS’ 


AAA to G AAAAA to EEE Complete widths AtoE 
Sizes 5 to14 Sizes 2 to 11 32°55 2s Sizes 1 to 6 
$5.50, $6, $6.75, afew Priced according $4and$4.50 


$6.75 styles $6.00 to size 
VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5.50 





VER the Vitapoise No. 1 
(wide) last there is a Black 


Kid Blucher oxford and a Black 
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When writing advertisers please mention Boot and Shoe Reeorder 
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SHE STANDS UP AND LIKES IT 


gentle toher feet. Al- 


She doesn’t know and SPAULDING COUNTERS 


what an important though she doesn’t 


role Spaulding give her HAPPY HEELS give Spaulding 


Counters play in Counters their share 


her life. They protect her health and youth of credit, she prefers shoes made with 
by supporting her correctly, never sagging them, for they have proved the most 
or bulging and causing her to stand like a satisfactory. They can play an important 
question mark. The flexibility of long-fibre role in your life, too. Your shoes will be 
hemp and flax, from which they are accur- better shoes, the kind people prefer, if you 
ately moulded on steel lasts, makes them specify WITH SPAULDING COUNTERS. 


NO OTHER PART OF A SHOE MEANS SO MUCH .. . AND COST SO LITTLE 


PAULDING 


Counters 


“Wnade tn North Rochester, N. H. 


When writing advertisers please mention Boot and Shoe Recorder 








KEEP ON THE RIGHT 
WITH E-J WOMEN'S 


THERES AN 
ENO JOHNSON 


() Droducl 


FOR 
EVERY SHOE STORE 
IN AMERICA 


IN-STOCK 


3681—Black Kid Sandal, 3550—White Cabretta Two Buckle, 
Heel. Sizes 3/9 $1.40 Front Strap Sandal, 16/8 Con- 

tinental Heel. Sizes 3/9. Widths 
3682—-Same in White. B, C $1.60 


3548—Same in Black Kid. 


3566—White Cabretta Tongueless 3549—Same in Blue Kid. 
Tie, 19/8 Continental Heel. S160 


3/9. Widths B, C 


3564—Same with Blue Stripping 
and Binding. 


3565—Same with Brown Strip- 
ping and Binding. 


3555—Blue Kid Side Buckle, 
Grey Stitch and Perforation Un- 
derlays, 17/8 Continental Heel. 
Sizes 3/9. Widths B, C.. $1.60 


3556—Same in White Cabretta. 


3694—White Side oo cae 
Tongueless Tie, Gyps eam 
Vamp, 16/8 Cuban » hy Sizes 
3/9 $1.40 


3688—Black Kid Oxford with 
Vamp and Quarter 7. ners 
Cuban Heel. Sizes 3/0.... $1.40 


3690—Same in White. 


ENDICOTT - ]OHN SONE 





SIDE OF THE FENCE 
NOVELTY SHOES! . 1 


aad AND the right side of the fence, as every 

merchant knows, is the profit side. These 
smart E-J Women’s novelty shoes offer a great 
opportunity to merchants in building a profitable 
Spring business. They're just the styles that the 
fashion-minded women in your community will 
admire and buy. 


Whites will be bigger than ever this Season; Blues, 
Blacks and Browns staple as usual, and E-J’s 
smart new designs, in every shoe from oxford to 
sandal, are all that any woman can ask for. 


Order E-J novelty shoes today from our prompt 
In-Stock service and be ready for the biggest 
selling season of the year! 


3684—White Side Buckle Strap, 3543—White Cabretta Sandal, 

16/8 Cuban Heel. Sizes 3/9 $1.40 11/8 Covered Heel. Sizes 2142/8. 
Widths B, C $1.60 

SE 3541—Same in Patent. 


3542—Same in Blue Kid. 


NIEN DICOT T, NYY sewiork cry 





BOOT AND SHOE RECORDER, February 22, 1936 


A vanetle Sue de 


Or all suedes, Evanette is the softest and the smoothest. It makes up into beau- 
tiful shoes, as many men’s and women’s shoe manufacturers have proved. Tanned 
only of specially selected skins, with an excellent color penetration that insures 
uniformity of color—made in a factory devoted entirely to the production of suede 
kid leather — backed by an organization with over eighty years of experience — 
Evanette, like Evans Kid, is a standard by which all leather is judged. It may be 
had, with its fine texture, its beautiful nap, in white, black, brown and other 


colors. John R. Evans & Company, Camden, New Jersey. 
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atu kithens 


Cans kid 


THE KID WITH A DEFINITE SALES INFLUENCE 
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Gritich Mande e e 
British Styled 


AN outstanding line of smart British Shoes—for men, MADE IN ENGLAND, now carried In Stock at New 
York in a wide range of styles—is available to American retailers. 


Knightbrooke Shoes priced to retail at $6.50 to $8.50 embody all the fine traditions of British craftsmanship, 
quality and styling which affords the progressive merchant an unequalled merchandising opportunity. 


Act now to secure the exclusive right to this profitable new line in your community. 


In Stock at New York 








7559 — Black Calf ' 

with medallion on tip. 

Sizes 6-12, Width 7555--Black Calf Ox- 7557-—Black Calf Ox 7553 — Black Calf 
ford with % double ford. Sizes 6-12, Oxford. ~— 6-12, 

7560 —Same ip sole. Sizes 6-12, Widths Widths A-D ...83.' 20 Widths A-D....83.90 

Brown .......84.10 A-D $4.05 7554—Same in Brown 
75856—Same in Dark Calf #4.00 
Brown Calf... .84.1% 


— Black Calf 7561-—Black Calf full 
Rocker bottom, all wing tip, all leather yess ies aes. 
leather lined. Sizes lined, all over perfo- A- De. 83. 90 


6-12, Widths A-D. rated. Sizes 6 - 12, 
84.05 Widths A-D....84.25 


7572 Same in 7562-—-same in Brown 
.. R415 \ $4.35 


’ | Knighthronke Shave 


BRANCH OF L & S SHOE CO.., INC. 


144 DUANE ST., NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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Give them these features and increase 


your profits with G 0 0 d r { ch 


RUBBER AND CANVAS FOOTWEAR 


OODRICH has always been a leader in anticipat- 

ing the desires of the consumer. By investigating 
first, we have been able to provide rubber and canvas 
footwear with the kind of features people want. 


Goodrich introduced the line of original zippers— 
the first galoshes built to style specifications. These 
galoshes are also easier to put on and take off— 
another modern convenience women appreciate. 


With Shuglovs, we provided smarter style and better 
appearance. Women quickly approved these exact 
reproductions of leather and reptile skins, and are 
willing to pay you profitable prices for them. 

To protect you, Shuglovs are always sold under a 
special sales policy with suggested minimum retail 
prices to allow you substantial mark-up and profits. 


OMe 


B. F. GOODRICH CO., Footwear Division 
Watertown, Mass. 





THE ORIGINAL GOODRICH ZIPPERS 





The SHOW ERBOOT 


The SPATTERSHU 


. and SHUGLOVS by Goodrich 











Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill; 
Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; Detroit, Mich.; 
Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New York, 
N. Y.; Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Fran- 
cisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 








When writing advertisers please mention Boot and Shoe Recorder 
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It will help dealers sell more pairs of Ball-Band Sport Shoes. 
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And it will acquaint boys, early in life, with the fact that it pays to buy the 
best and that the best in footwear is identified by the famous Red Ball trade-mark. 


serve two purposes. 
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you would like to see samples soon 


MISHAWAKA RUBBER & WOOLEN MFG. CO., 280 Water St., Mishawaka, Ind. 
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PASSPORT 
PROFIT 


You can’t go abroad without a passport. 

And you can’t get TURNOVER in your shoe depart- 
ment unless you sell stylish merchandise! That's 
Douglas — all over! Douglas style experts are fussy 
about the fraction of an inch between style and “just 


shoes”— and the shoes show it! No two ways about 





it, they've got STYLE — PLus! 

Plus. for example, All-Leather Construction that 
brings your customers back for more. Plus national 
advertising in “The Saturday Evening Post” and 
“Esquire.” Plus the prestige of 60 years’ leadership. 


Plus prices that make sense to your customers. 
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Seeing’s believing — take a look at the Douglas line 
now. There may be an exclusive franchise in your 


district. Write for information. 


“THE EASIEST LINE WE HAVE EVER SOLD,” 
SAYS A LEADING DEPARTMENT STORE 


A few of the leading department stores that carry the Douglas line are: 


Gimbels . . . . Pittsburgh 


Auerbach. . Salt Lake City 
- Seattle 


Emporium. . San Francisco 


Hirsch Mercantile Co. 
Los Angeles and vicinity 


Bon Marche. . . 
F.&R.Lazurus. .Columbus May Company. . Baltimore 
Frank & Seder. . 
Gilchrist 


. Detroit The Boston Store . Milwaukee 


The Leader . . Minneapolis 


W. L. DOUGLAS SHOE COMPANY 


BROCKTON @ 


MASS ACH US ETT S 
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